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Aylesworth Got 
Ellington Stipend, 
Tax Suit Reveals 


New York, June 23—The late 
Merlin (Deac) Aylesworth made 
$100,000 and enjoyed an expense 
allowance of $2,000 per month in 
return for securing the Cities Serv- 
ice Co. account for Ellington & Co. 
in 1947, according to testimony 
presented in U, S. tax court here. 

Mr. Aylesworth, who died in 
1952, netted the $100,000 via a con- 
tract in which he was allowed to 
buy 1,000 shares of Ellington pre- 
ferred stock at the nominal cost of 
5¢ per share. These were later re- 
deemed at $100 a share. 

The arrangement has come to 
light as a result of a losing fight 
conducted by Mr. Aylesworth’s 
widow against the Internal Reve- 
nue Service. The tax court has 
ruled that the government has a 
legal claim for $68,749 in back tax- 
es from the estate of Mr. Ayles- 
worth. 


® Testimony shows that in 1947 
Ellington and Mr. Aylesworth 
signed a written agreement under 
which the latter would obtain the 
Cities Service account for the 
agency and keep it there. The 
agreement was based on Mr. 
Aylesworth’s estimate that the ac- 
count would be worth a minimum 
annual revenue of $212,000 for the 
agency. 

Mr, Aylesworth, onetime presi- 

(Continued on Page 69) 


50% of Men, 25% of 
Women in U.S. Smoke 
Daily, Census Finds 


WASHINGTON, June 23—The gov- 
ernment’s nationwide survey of 
smoking habits, which has been 
hailed as the first accurate meas- 
ure of the popularity of smoking 
in this country, indicates that about 
half the men and a quarter of the 
women in the U. S. smoke cigarets 
on a daily basis. 

Its estimate of 38,000,000 “reg- 
ular smokers” is based on inter- 
views with more than 40,000 per- 
sons in 230 areas carried out by 
the survey staff of the Bureau of 
the Census during February. The 
work was done under contract 
with the National Cancer Institute 
of the Public Health Service, after 
researchers complained that they 
lacked accurate statistical bench- 
marks for their investigations of 
the lung cancer problem. 
| Fragmentary results divulged in 
‘an initial press release from the 
Public Health Service today hint 
at a wealth of information about 
the characteristics of the smoking 
“market” which will become avail- 
able later this year when detailed 
tables are published. The Public 
Health Service has not released any 
tables at this time to support the 
statements in its press release. 


® The release says the total of 38,- 
000,000 cigaret smokers include 
25,000,000 men and _ 13,000,000 
women, It says about 4,000,000 men 
consume less than a half pack of 
cigarets a day; the majority smokes 
1 to 20 cigarets daily; and about 
(Continued on Page 8) 


Radio Perks Up, and... 


Pay Tv Has Been 
Biggest Issue So F 


By Maurine Christopher 


New York, June 24—The mid- 
way point of 1955 finds the broad- 
casting industry rolling along at 
a merry clip. 

Television as usual is ear-deep 
in controversy, while radio is be- 
having like an eligible spinster 
who is out to prove that there is 
lots of life left in the old girl. 

This year’s big tv issue—and 
more and more people are debat- 


Grocery Group’s 
Report Skips Point, 
Says Safeway V.P. 


OAKLAND, CAL., June 23—The re- 
cently-released coupon study by 
the Grocery Manufacturers Assn. 
does not refute the charge that use 
of coupons increases food distribu- 
tion costs and interferes with re- 
tailers’ ability to render their best 
services. 


Broadcasting s 
ar This Year 


ing it—is to pay or not to pay-as- 
you-see tv. 

For the moment this topic takes 
precedence because many people 
are convinced that toll tv—if 
adopted—will change the basic 
concept of broadcasting as it has 
developed in this country. 

There remain, however, ques- 
tions of more immediacy and these 
too are getting a good deal of 
attention along tv row. For exam- 
ple: When is color television going 
to break through into the living 
room? Do the networks have too 
much control over programs? Are 
the motion picture companies com- 
ing through the back door to take 
over the programming reins? Will 
the Jackie Gleason type, multi- 
million dollar contracts put choice 
tv beyond the pocketbook of all 
but the richest advertisers? Will 
the further extension of NBC’s 
magazine concept deprive adver- 
tisers of one of their big pluses— 
sponsor identification? 


These points are made in a letter 
sent this week by Dwight M. Coch-' 
ran, v.p., Safeway Stores, to Paul 
Willis, president of the Grocery 
Manufacturers of America, com- 
menting on the GMA study. The 
study was released three weeks 
ago (AA, June 6). It made specific 


Pay Tv ..to Fee or Not to Fee 


So much for the peripheral is- 
sues; back again to the main bat- 
tle: subscription television. One 


| 


side is led by the three companies 
that want to go into the business | 


(Continued on Page 69) 


(Continued on Page 46) | 


» tax Factor’s Bs 


der fag lipstick ¥ ad 


TIE HIM UP—Mazx Factor will back 
up its introductory advertising for 
its new lipstick shade, Red Tape, 
with this counter unit. The unit 
includes a reproduction of an ad 
to be run in Life, Seventeen and 
Vogue in September and October. 
Tv spots and newspapers will also 
be used to promote Red Tape. 
Doyle Dane Bernbach Inc. is the 
agency. (Story on Page 69.) 


Oberwinder Retires 
as D’Arcy President; 
Orthwein Succeeds 


Sr. Louis, June 24—J. Ferd. Ob- 
erwinder retired today from D’- 
Arcy Advertising Co. He has been 
with the agency for 43 years and 
president for the past 10 years. 

Mr. Oberwinder is succeeded by 
Percy J. Orthwein. Mr. Orthwein 
joined the agency in 1926. He was 
named board chairman in 1951, 
and in 1953, when Robert M. Gan- 
ger joined D’Arcy as board chair- 
man, he became chairman of the 
executive committee. 

Mr. Oberwinder’s advertising 
career began in 1904 as an appren- 
tice with H. E. Lesan Advertising 
Agency, forerunner of Gardner Ad- 
vertising Co. He later left to be- 
come a newspaper and magazine 
representative. 


® When he joined D’Arcy, the 
agency had been in existence for 
only six years. After serving in the 
Army during World War I, he re- 
joined D’Arcy in 1919 as v.p. and 
director. 

At the time Mr. Oberwinder be- 
gan, the agency was billing $600,- 
000 annually. This year, according 
to Mr. Oberwinder’s estimate, bill- 
ings will run in excess of $50,000,- 
000; D’Arcy reported ’54 billings of 
$44,500,000 to ApvERTISING AGE. 


Still Trying to Get 
Added TV Channels 


WASHINGTON, June 23—For the 
third time within a year, the Sen- 
ate commerce committee today 
launched an investigation to find 
ways of getting more tv stations on 
the air. 

The first stage of the new probe 
is being handled by a committee 
of 12 top industry engineers who 
have been asked to determine 
whether there are places where ad- 
ditional tv channels could be estab- 
lished in the v.h.f. band. 

Subsequently, according to Sen. 
Warren Magnuson (D., Wash.), 
the committee will have hearings 
dealing with a whole range of tv 
problems, with the idea of bringing 
the Communications Act up to 
date. 

Two previous efforts to rescue 
the hard-pressed u.h.f. stations 
sponsored by the committee during 
the past year produced stormy 
hearings and dynamite-laden rec- 
ommendations, but no legislation 
and very little change in tv’s eco- 
nomic pattern. 


® Just a year ago yesterday, a sub- 
committee under Sen. Charles Pot- 
ter (R., Mich.) completed an 
eight-day hearing on the fiscal 
problems of u.h.f. which fills 1,177 
tightly printed pages. 

Some of the Potter committee 
recommendations, such as its pro- 
posal to set up “all v.h.f.” and “all 
u.h.f.” markets whenever possible, 
are receiving attention from FCC. 

However, the committee’s effort 
to induce tv manufacturers to in- 
crease their output of u.h.f.-equip- 
ped sets shows no results, with the 
production of u.h.f. sets below the 
level of a year ago. 

The new investigation is de- 
scribed as an outgrowth of the 
“staff studies” which were made 
for the committee last fall by Har- 
ry Plotkin and former FCC Com- 
missioner Robert Jones. 

Both of these reports raised far- 
reaching questions regarding the 
contractual relationships of sta- 
tions and networks. 
= Ata press conference today, Sen. 
Magnuson expressed hope that the 

(Continued on Page 69) 


Last Minute News Flashes 


Ewell & Thurber Changes Name, Reorganizes 
Cuicaco, June 24—Ewell & Thurber Associates on July 1 will re- 
vert to its old name, U. S. Advertising Corp., which it changed Feb. 
1, 1946 (AA, Feb. 4, ’46), and will appoint new officers. C. E. Rickerd, 
who moved from the Detroit office of the agency a year ago (AA, 
Jan. 18, 54) to manage the Chicago office, will be president and J. E. 


Coombes, account executive, will 
president, and Hal Thurber, who 


be v.p. J. C. Ewell, who has been 
has been exec. v.p., have retired 


from the agency. Headquarters will be in Chicago and the Toledo 


office will be continued. Robert W. 


Howat, formerly a copywriter with 


MacFarland, Aveyard & Co., Chicago, has joined the agency as copy 


chief. 


H. D. Lee Co. Appoints Grey Advertising 


Kansas Crry, June 24—The H. D. Lee Co. has appointed Grey 
Advertising Agency, New York, to handle its advertising after Dec. 


31. Gardner Advertising Co., St. 


Louis, has handled the account, 


which bills more than $500,000 yearly, for 12 years. 
(Additional News Flashes on Page 73) 


‘Reader's Digest’ Unifies Its Sales 
'Setup, Issues Formal Ad Policy Code 


New York, June 24—Reader’s 


y Commerce Committee | viest International Editions Inc. 


—which represented some 29 over- 
seas editions—will be dissolved 
next Friday, July 1. All its activi- 
ties will thereafter come under the 
Reader’s Digest Assn. At the same 
time, the magazine has issued a 
tentative audience report, and a 
policy statement on advertising 
problems. 

Fred D. Thompson Jr., assistant 
director of the international edi- 
tions, will become advertising di- 
rector of Reader’s Digest Assn. He 
/will have over-all advertising su- 
pervision of all editions of the Di- 
gest, including direct ad supervi- 
sion of the U. S. 


® 1. Each of several international 
editions, according to A. L. Cole, 
general business manager of the 
Reader’s Digest Assn., and Barclay 
Acheson, director of the interna- 
tional editions, will have its own 
additional sales staff in the U. S. in 
charge of the following: 

John H. Breiel, for Eastern 
hemisphere editions; John A. Car- 
agol, Latin American editions, and 
David B. Crombie, Canadian edi- 
tions. 

Later this year, Josiah B. Thom- 
as, who has been v.p. in charge of 
sales for international editions, will 
go to the West Coast to head up an 
office to be opened in Los Angeles. 
Midwestern states will be covered 
by the Chicago office and a new of- 
fice to be opened in Detroit. All 
three of these offices will represent 
U. S. and foreign editions. 

“This new alignment,” according 
to an intra-company announce- 
ment by Messrs. Cole and Acheson, 
“should make for a smoother oper- 

(Continued on Page 4) 


Color Brightens 
Home Furnishings 
Summer Market 


Advertising Increases; 
Credit Expands; First 
Quarter Sales Up 10% 


Cuicaco, June 22—There’s more 
color at the summer home furnish- 
ings market than ever before. And 
manufacturers are looking to their 
new rainbow of color to lead them 
to the ’55 pot of gold. 

Business is good this year. Bet- 
ter, by about 10%, than last year, 
although not up to 1953, the best 
furnishings year ever. 

But business is more competitive 
this year, most manufacturers and 
retailers say. Competition has 
spurred advertising and sales pro- 
motion. 

And with color as the key sales 
point, color advertising has in- 
creased greatly. National maga- 
zines are the major medium, 


with most manufacturers increas- 
ing their insertions for fall promo- 
tions. 
Many companies are raising 
prices to retailers, to increase their 
(Continued on Page 72) 
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At National Conference . 


‘Create Obsolescence’ by Using New 
Designs and Features, Marketers Told |} 


Research, Sales Ideas, 
, Product Forecasts Are 
Presented at Meeting 


MILWAUKEE, June 21—‘Promot- 
ing and creating obsolescence” 
was listed as one of two basic 
techniques to be used by mark- 
eters selling in saturated markets 
by W. C. Sanford, manager of 
market research, Hotpoint Co., 
Chicago, last week at the national 
conference of the American Mar- 
keting Assn. 

Given a saturated market, Mr. 
Sanford said, the supplier must 
promote “increased products in 
use’”’—the second car, the second 
refrigerator per family—or speed 
up the obsolescence of the prod- 


Wyckoff Absorbs 
Dake Ad Agency, 
Active Since 1878 


San Francisco, June 22—Dake 
Advertising Agency, one of the 
oldest agencies in the country and 
once the only ad agency west of 
the Mississippi, has been absorbed 
into Wyckoff & Associates here. 

E. C. Dake opened the agency in 
San Francisco in 1878, the same 
year his son, Leland W. Dake, was 
born. In 1904 the son joined the 
agency and continued in it until 
his death in January, 1955. 

Since the death 
of Mr. Dake, Mrs. 
Ann Franke, his 
assistant for many 
years, serviced 
agency accounts 
while Leland W. 
Dake Jr., New 
York consultant 
and son of Leland 
W. Dake, nego- 
tiated for a suc- 
cessor agency. 

Claas V. S. Wyckoff has been 
selected to perpetuate the Dake 
name and the agency henceforth 
will be known as “Wyckoff & As- 
sociates, Successors to Dake Ad- 
vertising Agency, since 1878.” 


Claas Wyckoff 


® All of the Dake acccunts will be 
taken over by Wyckoff. Some of 
these have been with the older 
agency for from 20 to 40 years. Ac- 
counts involved in the agency tran- 
sition include the Kemp Employ- 
ment Agency and the United Rail- 
way Institute of San Francisco; the 
Bihn Hatchery and the Poehlmann 
Hatchery, both of Petaluma, and 
the Louis F. Dow Co. of San Fran- 
cisco and Los Angeles. 

Mrs. Franke will retire from ac- 
tive business, but will serve 
Wyckoff as a consultant. 

New accounts recently acquired 
by the Wyckoff agency, which was 
established in 1945, include Flecto 
Co., Berkeley; Berkeley Plywood 
Co.; Eureka Federal Savings & 
Loan Assn., and Interstate Con- 
tainer Corp. of Red Bluff. 


Kudner Agency Boosts 
Sheldon, Adds Billip 
Kudner Agency has appointed 


ucts he has sold—or both. 
“I know many people,” he said, | 
“would feel that promoting and | 
creating obsolescence of the prod- 
uct is an awful thing for industry 
to do. 

“However, this actually comes 
about because the consuming pub- 
lic desires better products—desires 
a higher standard of living both 
functionally and esthetically. 


= “They demand that we give 
them improved products, which 
automatically creates obsolescence. 
Obsolescence also is engineered 
and fostered by our competitive 
system, which most of us believe 
in. 

“The average age of an old re- 
frigerator is approximately 13 
years. I sure wish we were able to 
be as successful as the automobile 
people in reducing the average age 
of appliances. 

“Our products are kept in the 
seclusion of the home, where peo- 
ple in the neighborhood do not 
continually see them, as they do 
automobiles. Therefore we have 
not been as successful in appeal- 


(Continued on Page 19) 


Quality Radio Group 
Offers New Weekend 


Packet for Sponsors 


New York, June 21—NBC Radio 
is not the only one gunning for new 
weekend business. 
Quality Radio Group has re- 
corded eight new 10-minute shows 
to be offered to advertisers as a 
“Weekend Cavalcade.” Sponsors 
can buy into this new commercial 
venture on 36 of the country’s most 
powerful radio stations for as lit- 
tle as $689 per minute. 


light summer listening. 


Warren, veteran radio salesman. 
Sponsors can tape their commer- 
cials for use on all the stations or 
use live local personalities for in- 
serts, 


William B. Ryan, exec. v.p. of 
the group of stations, is working 
out a plan for merchandising these 
new shows, which are designed for 


The programs will be tied togeth- 
er with a commentary by Carl 


dhe 


FOR PIONEERING—Dr. Henry B. Hass, 
right, president of Sugar Research 
Foundation and Sugar Information 
Inc., recently received the 1955 
honor scroll from the New York 
chapter of the American Institute 
of Chemists. The scroll was pre- 
sented by John Kotrady of the 
Texas Co., left, chairman of the 
chapter. 


Houston Adman 
Boosts Beer Sales 
10.81% in Year 


Houston, June 22—Steve Wil- 
helm, general manager and v.p. of 
Foote, Cone & Belding’s Houston 
office, apparently is convinced that 
hard work, not the product name, 
is the key to successful selling. 

When Mr. Wilhelm took over 
the side job of running the Grand 
Prize Brewery 14 months ago, sales 
were falling, and operating costs 
were rising. He hit upon the term, 
“GP-20,” to advertise the beer, in 
honor of the brewery’s 20th year 
in business. GP-20 caught on, and 
it received some credit for the 
10.81% increase in beer sales since 
Mr. Wilhelm took charge. 

This week, however, Mr. Wil- 
helm announced that he was drop- 
ping the “GP-20” slogan. He dis- 
closed a plan to use advertising to 
publicize a new name for the com- 
pany’s beer—“‘GP.” He pointed out 
that Grand Prize will market the 
same beer, but the name will be 
shortened. 


® At the start of his successful 
promotion campaign, Mr. Wilhelm 
used the slogan, “GP-20, Grand 
Prize Twentieth Anniversary 
Brew,” in newspaper and maga- 
zine ads, outdoor posters and radio 
commercials. He obtained an ex- 


(Continued on Page 6) 


MILWAUKEE, 
Stott, 
Telephone & Telegraph Co., yes- 


and is 
change.” 


John H. Sheldon, who has been 


Farricker, who resigned. 


Benton & Bowles and later Flet- 
cher D. Richards Inc., is rejoining 
Kudner’s copy staff. Mr. Billip was 
a v.p. at both B&B and Richards. 


| ulation. 


comptroller of American 


terday told a group of Wisconsin 
industrial and business leaders originally for separate and isolated 
that “county and municipal gov- 
ernment in the U. S. is outmoded 
because of the population shifts 
in need of study and 


He spoke at a conference on 
“The Power and Problems of the 
American Economy,” which was 
held as part of Marquette Univer- 
sity’s 75th anniversary celebration. 

Mr. Stott predicted that there 
would be an increase of 20,000,000 
Americans by 1965; that migration 
would continue to shape out new 
patterns of living even more than 
the rising birth rate; that the sub- 
working on special assignments for | urbs would continue their phenom- 
the president since last year, ex-|enal growth, linking communi- 
ecutive representative in its De-|ties now isolated and covering 
troit office. He succeeds Richard J. | areas now farms, woods and fields; 
that the American standard of 

Casper H. (Cap) Billip, who living will continue to rise with 
left the agency in 1944 to move tothe rising population and the in- 
creasing urbanization of that pop- 


ls The problems arising from 


Local Governments Are Outmoded by 
Population Shifts, AT&T Comptroller Says 


June 22—A. L.! America’s population growth are 


needlessly complicated, Mr. Stott 
|said, by outmoded forms of county 
‘and city government, established 


communities. “We must, in a social 
and economic sense, regard the ur- 


(Continued on Page 70) 


Improve Creativity 


Dr. Hass Advises 


New York, June 21—‘“Before . 


you can create an idea or invent 
a new product you must have a 
profound and enduring dissatis- 
faction with things as they are. 
You must want something that 
that does not exist. This is true 
of the whole creative process, 
whether it is a poem, a musical 


composition, a painting or a scien-| @ 


tific advance.” 


That is what makes an artist or| | 


an inventor, Dr. Henry B. Hass, 
president of Sugar Research Foun- 
dation, told the local chapter of 
the American Institute of Chemists. 

Dr. Hass, who has more than 70 
patents to his credit and inter- 
national fame as an organic chem- 
ist, outlined his ideas of what is 
necessary to produce ideas capable 
of revolutionizing modern living, 
in accepting the 1955 honor-scroll 
of the chapter. 


® “The flash of insight when a 
possible solution to a _ difficult 
problem occurs is one of the most 
satisfying of ali human experi- 
ences,” he said. “On the other 
hand, when a creative scientist 
struggles with a problem and sees 
no solution, frustration is inevit- 
able.” 

One technique becoming popular 
in encouraging creativeness, he 
said, is the use of the conference 
where a problem is proposed and 
unconventional thinking about it 
is encouraged. 

“Even a foolish idea may stimu- 
late a better one in some other 
member of the group,” he said. 
“If you have not tried this idea 
you will be surprised how many 
people can be creative when en- 
couraged to be.” 


® Dr. Hass listed three rules: (1) 
Reject the complex in favor of the 
simple. (2) Try what appears to be 
the best thing first. (3) Recognize 
unjustified biases—do just the op- 
posite of what the bias suggests. 
Also, knowing when to conform 
and when to be original is impor- 
tant. 

“An invention,” he said, “is es- 
sentially a new arrangement of 
facts. It occurs only if a person has 
formed the mental habit of ques- 
tioning commonly accepted be- 
liefs and ways of doing things. 

“Nothing is easier than to over- 
look the obvious,” Dr. Hass noted. 
“We had separate rubber erasers 
and graphite pencils for many 
decades before someone thought of 
putting the eraser on the pencil. 

“The history of invention,” he 
said, “shows clearly that most of 
the best creative thinking is done 
by men too young to have reached 
positions of large managerial re- 
sponsibility. It is of consumate im- 
portance that we in management 
learn how to encourage, stimulate 
and develop these young men. This 
is what makes the difference be- 


tween stagnation and progress.” 


CAN DEBUT—The first soft drink to feature cans in outdoor adver- 
tising is Dr. Pepper, which is using boards like this one in the Gen- 
eral Outdoor Advertising Co.’s rotary plan in St. Louis and also in 
the company’s home ground, in Dallas. Giant cutout bottles are 
interchangeable with the can cutouts. 


Bee the friendly 
’ “Pepper-Upper” : 
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by Mental Shakeup, | 
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NEW CEREAL PACKS—Erwin, Wasey & 
Co., London, has designed these 
new packs for Quaker Corn Flakes 
and Quaker Wheat Munchies, fea- 
turing the faces of smiling chil- 
dren. In the silhouette of the same 
child’s head on the back of the 
pack, parents are invited to sub- 
mit their children’s pictures for 
possible use on future packs. 


Smiling Children Are 
Featured on Quaker's 
British Cereal Pack 


LONDON, June 22—Quaker Corn 
Flakes and Quaker Wheat Munch- 
ies have taken on a new signifi- 
cance at breakfast tables in Brit- 
ish homes. 

Erwin, Wasey & Co. has come up 
with new designs for the cereal 
packs, which are designed not 
only to make things brighter at the 
early morning meal, but also to 
bring fame and fortune to some 
lucky children. 

The London agency has em- 
ployed photographic competition as 
the gimmick. The front of each 
pack features a different child’s 
head in black and white, with the 
spoonful of cereal in full color. On 
the back of the pack is a silhouette 
of the same child’s head, and the 
copy in the white space invites 
parents to send in photographs of 
their own children, for consider- 
ation by an advisory panel which 
will select suitable ones for fea- 
turing on future cereal packages. 

Model fees and free photographs 
will be provided for the lucky ones, 
and in some cases there will be a 
chance for a screen test. 

The new packs were designed by 
F. H. K. Jenrion, director of visual 
planning of Erwin, Wasey & Co. 


Chilton Acquires 
Conover-Mast Book 
Publishing Division 

New York, June 22—The book 
division of Conover-Mast Publica- 
tions has been purchased by the 
Chilton Co., Philadelphia, publish- 
er of business magazines. 

Thirty-one titles, on subjects 
concerning varied aspects of busi- 
ness and industry, are involved. 
Harvey Conover, president of C-M, 
told ApvERTISING AGE that his or- 
ganization’s book operation had 
been largely experimental since its 
inception in 1949. 

“We feel we can get a better re- 
turn on our time and investment,” 
he said, “by concentrating our ef- 
forts and energies on our maga- 
zines and directories. Circulations 
and revenues of our periodicals 
have continued to increase and ex- 
pand at an encouraging rate since 
the beginning of our business in 
1928. We believe it correct to bend 
our efforts toward encouraging 
that trend, which has seen our 
staff grow from five people, then, 


to 213 today.” 
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Packers Are Lax 
in Keeping Catalogs, 
’ * « Zz . 
Provisioner’ Finds 

CHICAGO, June 22—National 
Provisioner, weekly business pub- 
lication covering the meat packing J ~~ = 
and allied industries, has released ‘ 4 am | 
the results of a field study among . ? - , 3 
meat packaging executives made 
by the Kemp Research Organiza- 
tion, Rochester, N. Y. 

One of the most interesting 
features of the report is concerned 


with the question of the main- 
tenance of manufacturers’ catalogs 


YEARS OF SERVICE TO 


CRANE 


CRANE 


| THE METAL-WORKING (NDUSTRIEB 


CRANE begins its Second Century of Se 
in @ new ere... oF different from the — 


os steam power differ’! from sail powe' 


yess CRANE co. 1955 
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Puerto Rican Agency Rev. Graf Quits 
Expands by Opening) 


Office in New York Church Group in 
New York, June 21—In Puerto 
Contest Ad Fuss 
000,000. 


Rico, annual advertising expendi- 
tures total a little more than $8,- 

One agency, Publicidad Badillo| New York, June 24—The Rev. 
Inc., located in Santurce and now Charles Howard Graf, rector of St. 


with an office in New York, han- | John’s Episcopal Church, will an- 
dles more than $1,000,000. Next | nounce to his congregation Sunday 
year it expects to reach the $1,- that he has resigned from member- 


ship in the American Church 
Samuel E. Badillo, president, Union. Father Graf has been fight- 
said his agency’s new office in the ing a national puzzle contest spon- 


in the offices of buyers. In 111 


(500,000 mark. 
| 


‘Chanin Bldg. here would provide |sored by ACU as a fund-raising 


personal interviews, it was found 
that in only 44 cases did packers 
maintain accessible files of man- 
ufacturers’ catalogs. In the cases 
of individual catalogs, the highest 
number of any one company’s 
material found on file was 43, 
or 37%; while the next highest 
was 27, or 24.6%. 

The highest catalog mainte- 
nance was found to be supplied for 
manufacturers of general pack- 
inghouse machinery and equip- 
ment. The highest maintenance 
for general industrial equipment 
was found to be in the field of 
packaging equipment, where 19, 
or 17.3% of the firms, had a given 
catalog filed and accessible. 

Other catalogs found to be 
available in smaller percentages 
included those of makers of re- 
frigeration equipment, heating 
specialties and controls, power 
equipment, materials handling 
equipment and sanitation sup- 
plies. 


Rechnitzer Becomes 
New President of 
MacLaren Agency 


TORONTO, June 22—MacLaren 
Advertising Co. Ltd. announced 
Friday that Einar V. Rechnitzer 
has been elected president of the 
agency, succeeding the late John 
A. MacLaren (AA, June 20), and 
that James Ferres has been elected 
senior v.p. and managing director. 

At the same time, the board of 
directors was enlarged by the elec- 


the 


100 Years Old on July 4... 


Cuicaco, June 22—One hundred 
years ago July 4, the R. T. Crane 
Brass & Bell Foundry commenced 
operations in Chicago, in a shack 
built by hand by Richard T. Crane. 
Young Mr. Crane, then 23, was a 
native of New Jersey and already 
a veteran of eight years in the 
brass business (an emigre from 
Brooklyn). 

Then, as later, sensitive to the 
market, the Crane foundry made 
few bells but processed a lot of 
brass; the demand in 1855 was for 
brass lightning rod couplings and 
tips, and with these the Crane 
foundry rang the bell. 


Macmillan Heads Branch 

J. C. Macmillan, v.p. of Bacon, 
Hartman & Vollbrecht, St. Augus- 
tine, Fla., has been appointed ad- 
ministrator of the agency’s Jack- 
sonville branch, effective July 1. 
William Gober, formerly manager 
of the Jacksonville office, has re- 
signed to become north Florida 
correspondent of Fairchild Pub- 
lications Inc. Mr. Gober will main- 


Hartman as advisory correspond- 
ent. 


Showerman Named V. P. 

I. E. (Chick) Showerman, gen- 
eral manager of WTVW and WISN, 
Hearst owned Milwaukee tv and 


ad. 


Public Loves Its Bathrooms, But 
Crane Co. Still Loves Those Valves 


Today the Crane Co. is the 
largest producer of valves and fit- 
tings in the world. Though the 
bulk (65%) of its business consists 
of industrial components, the com- 
pany has, over the years, added 
such consumer goods as the bath- 
room accoutrements made famous 
by the advertising originally con- 
cocted by Charles Daniel Frey. 


® To its bathroom fittings and its 
big and little valves, Crane Co. 
also has added products in keep- 
‘ing with a jet age, including fuel 
valves for jet aircraft. And its 
newest subsidiary, Cramet Inc., 
Chattanooga, is deep in the myster- 
ies of modern metallurgy, making 
ingots of titanium sponge. 

In 1904, Crane Co.’s sales volume 
was $17,387,635. In 1954 it had 
grown to $299,791,010, and the first 
quarter of ’55 was 6% ahead of the 
corresponding °54 quarter. 

Advertising, both to the public 
and to industrial users, has re- 
flected many high spots in the 
| company’s history. One early ad, 
dated 1871, took the form of a let- 


a city in ruins after the great 
Chicago fire that the company had 
“wholly escaped the conflagra- 
tion.” The ad pointed out the com- 
pany’s “ample stock on hand” and 
“lately increased facilities for 
manufacturing.” 


better service to such U. S. ac- 
counts as Pabst beer, Hazel Bishop 
and Wrigley’s gum, which it adver- 


office will also better serve Irwin | 
Vladimir & Co. and Robert Otto & | 
Co., with which Publicidad Badillo 


has “a working arrangement.” 


® Long-range goals of his agency, 
according to Mr. Badillo, are the 
formation of a network of agen- 
cies in the Caribbean area, includ- 
ing Mexico, Cuba, Venezuela and 
perhaps Colombia, in addition to 
Puerto Rico. These will be oper- 
ated by nationals of the country 
involved, under Mr. Badillo. The 
facilities of the network would be 
offered through the New York of- 
fice to advertisers and associated 
agencies. 

He told AA he also plans to de- 
velop Puerto Rico as a test market 
for U. S. manufacturers for Latin 
America. 


device (AA, April 4 et seq.). 
Father Graf, who has termed the 
promotion “barely legal, hardly 


DOUBLE CENTENNIAL SPREAD—This ad, showing R. T. Crane working the  tises in Puerto Rico. The New York legitimate and highly unethical,” 
bellows in his early foundry, marked Crane Co.’s 100th anniversary 
in the 100th anniversary issue of Iron Age. Buchen Co. prepared 


will also say that his position is 
supported by Dr. Fredric Wer- 
tham, a psychiatrist who has been 
battling some comics book publish- 
ers, and by a number of Protestant 
Episcopal churchmen. 

“The original plans for the con- 
test, as presented to the ACU 
board,” Father Graf will tell his 
parishioners, “were bad enough, 
but even I was scarcely prepared 
for the depths to which the contest 
promotion has sunk. The kindest 
thing to say about the periodicals 
in which it is being advertised is 
that they are in poor taste. 


® “The fact that one of them 
(Confidential) has recently be- 
come involved in two $1,000,000 
libel suits indicates that my desig- 
(Continued on Page 75) 


HartTFoRD, June 22—In Connecti- 
cut, milk dealers sell the milk— 
milk producers advertise it. Even 
the cows are mooing. 

The 1,900 members of Connecti- 
cut Milk Producers’ Assn. last year 
spent $130,000 in newspaper, radio, 
television, outdoor and bus card 
advertising to tell the state’s milk 
consumers about “Connecticut 
Fresh Milk” and the latter’s flavor 
and health-giving properties. 

Dairy farmers of the state began 
telling their neighborhood and dis- 
‘trict leaders more than three years 


ago that they believed milk must 


| 


tain an affiliation with Bacon, ter from Mr. Crane, announcing to be advertised if it is to compete ad- 


vantageously with the hundreds of 
other foods and beverages looking 
for the food dollar today. 

At the association’s annual meet- 
ing in March, 1953, a resolution 
was passed—almost unanimously 
|—which directed CMPA’s manage- 


Milk Ads By Connecticut Dairy Men Feature 
No Brand Names—Just Milk; Sales Rise 3-5% 


necticut Fresh Milk”—and without 
brand names, 

Cognizant of the fact that they 
were all milk producers and knew 
little about advertising, merchan- 
dising and their mechanics, the 
committee members named the 
Kaufman Advertising Agency, 
Hartford, to service CMPA. 

Because of the peculiarities of 
milk pricing, a 1% increase in 
fluid milk sales would repay the 
producer the 1/15¢ per quart he 
was contributing to the program. 
Naturally, every increase above 
that would be a profit. 

In the first year—March, ’53, 
through March, ’54—$100,000 was 
invested in the drive. Connecticut 
milk sales, it was found, increased 


radio stations, has been named a} The ad actually underplayed| ment to deduct, for this purpose, the Costume 
resident v.p. of the Hearst Corp.| the role the company performed in 3¢ per 100 Ibs., or about 1/15¢ per Dairy Farmer 
} Mr. Showerman was appointed | the big fire. In the course of the;quart, from the milk check of 


James Ferres E. V. Rechnitzer 


tion of C. Edmund Brown, F. Per- 
cival Gill, William F. Harrison and 
Scott Stockwell. 

Mr. Rechnitzer, new president of 
MacLaren (whose $19,700,000 bill- 
ings in 1954 made it 34th in rank 
among North American agencies, 
and second largest in Canada), 
joined the company 25 years ago. 
He has worked on or headed the 
General Motors of Canada account 
for this period. He was senior v.p. 
and a director before his election. 

Mr. Ferres came up the creative 
route in the agency. He was Mac- 
Laren’s art director and has been 


February and was also named gen- 


last March (AA, March 7). 


general manager of WISN last 


eral manager of WTVW when the 
tv station was purchased by Hearst 


blaze the city waterworks’ pumps 
broke down, and Mr. Crane asked 
for and got permission to set up a 
row of his own pumps along the 
(Continued on Page 66) 


every member. 


= It was agreed that the resulting 
fund would be earmarked for di- 
‘rect consumer advertising of “Con- 


75% 

$4,000 
$1,300,000 ad budget set by Rums 

of Puerto Rico 


of its readers earn over 


economist says 


BE nee s Dah awad ae soe Page 36 
U. 8S. standard of living is raised 
by labor-management conflicts, 
Seymour Melman says. . Page 37 
Business papers should sell spe- 
cialized circulation, Don McAl- 
lister, new ABP chairman, con- 


Highlights of This Week's Issue 


Chicago American study shows 
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‘Reader's Digest’ Unifies Its Sales 
Setup, Issues Formal Ad Policy Code 


(Continued from Page 1) 
ation, and less confusion, both for 
our people and our advertisers and 
their agencies. Certain depart- 
ments, such as promotion, produc- 
tion and accounting, will now be 
consolidated to serve both U. S. 
and international editions and ad- 
vertisers alike. 

“Each international advertiser 
and agency will be able to call 
upon a staff specializing in specific 
editions, though each will be 
served by only one salesman, re- 
gardless of the number of editions 
any single company may use. And 
each advertiser, U. S. or interna- 
tional, will now be able to conduct 
all its business with only one de- 
partment of the company.” 


® Reader’s Digest International 
Editions was originally set up as 
an advertising and accounting com- 
pany. “Once the decision was 
reached to publish advertising in 


the U. S. edition, we were faced 


with the need of setting up a sim- 


ilar organization, or department, 
for the U. S. edition. Since many 
of the functions of the two would 
overlap, or duplicate, we believed 
that we could best serve the inter- 
ests of both our advertisers and 
ourselves if we were to merge the 


two operations into one.” 


The new organization will be 
known as the Reader’s Digest Assn. 
advertising department, with Mr. 
Thompson as the head, assisted by 
Messrs. Breiel, Caragol and Crom- 
bie. Mr. Breiel was formerly v.p. 
of international editions, Mr. Car- 


eee re 


agol was eastern advertising man- 
ager, international, and Mr. Crom- 
bie was advertising director of 
Canadian editions. 

Establishment of the Digest’s 
advertising office in Los Angeles 
will end a “long, pleasant and 
profitable association” between the 
international editions and James C. 
Galloway, Los Angeles publishers’ 
representative. 


® 2. Another development at the 
Digest was the disclosure of first 
results from a “preliminary test to 
determine audience size.” Accord- 
ing to Mr. Thompson, “within five 
and a half weeks after the April 
issue (the first to carry advertis- 
ing) appeared, approximately 30% 
of all the people in America 10 
years of age or older had read the 
Digest. Translated, this means that 
some 36,000,000 people already had 
read that one issue. This is the 
largest audience we know of, ever 
reported for a single issue of any 
magazine.” 

Mr. Thompson, who said the fig- 
ures were supplied by Alfred Pol- 
itz Research Inc., cautioned that 
because of the “short time lapses 
of five and a half weeks, the figure 
from the pilot study cannot be 
compared with other magazine au- 
dience figures you may have seen.” 


® 3. Mr. Thompson also told AA 
something of the Digest’s policy on 
the handling of advertising. A pol- 
icy statement now in the hands of 
the magazine’s advertising staff 


ax REDE Taner ence i et 


ing, reference to editorial material 
in advertising, reprints, articles 
unfavorable to advertisers and ad- 
vance copies. 

“Advertising that seems to be 
most in the character of the maga- 
zine,” says the policy statement, 
“and thus most appealing to its 
readers, will tend to get the more 
desirable positions, although that 
is only one of many criteria used 
in making up the issues. 

“In facing advertisements, or in 
positioning them in close proxim- 
ity, we try to select complementary 
ads as much as possible. An exam- 
ination of the June, 1955, issue 
(and we hope, of all subsequent 
ones) should show how this can 
work both to the readers’ as well 
as to the advertisers’ best inter- 
ests.” 


® “No quotation from a Reader’s 
Digest article about a consumer 
product,” says the statement else- 
where, “and no reference to an 
article about a product shall be 
used by the manufacturer of that 
product or his advertising agency 
in any form of advertising or pro- 
motion, in print or on the air. 
Copies of the Digest containing the 
article or the reference can be 
used in any way the manufacturer 
sees fit, except that copies of the 
Digest are not to have advertising 
or promotional matter printed or 
otherwise superimposed on them 
and may not be used as counter- 
display pieces, shelf hangers or 
otherwise brought to the attention 
of the buying public in any retail 
outlet. No direct quotes from or 
reference to the article are to be 
used in any accompanying matter.” 

Policy continues: “Requests for 
permission to quote from or refer 


touches on such items as position- 


to Digest articles in advertising, 
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Pliskin 


Reardon 


Gann 
SCRANTON OFFICERS—Outgoing President Bert Oliver, of the Scranton 
Advertising and Sales Club, congratulates the new president, 
Irving R. Pliskin, sales promotion manager, Samters of Scranton. 
Mr. Oliver is with WSCR Radio. Looking on are Frances Reardon, 
Donnoley Advertising, recording secretary; Henry Gann, Gann Ad- 
vertising Agency, past president, and Grace MacKenzie, WGBI 
Radio and TV. 


Oliver MacKenzie 


where unusual circumstances exist, 
will be considered on their merits, 
and decisions will be made on the 
basis of the public service ren- 
dered or the value to the Digest of 
such advertising reference.” 

In reprinting Digest advertise- 
ments, “in messages, blurbs, notes, 
letters or other communications at- 
tached to reprints of advertise- 
ments, the language shall make it 
clear that it is advertising, not edi- 
torial material that has been re- 
printed. Thus, in referring to ad- 
vertisements, terms such as the 
‘story,’ ‘article,’ ‘editorial,’ or 
other words customarily asso- 
ciated with the editorial content of 
a magazine, shall not be used.” 


® As for articles that are unfav- 
orable to advertisers: “When edi- 
torial material which might be 
considered unfavorable to the com- 
mercial interests of an individual 
advertiser or a category of adver- 
tisers is scheduled, all advertisers 
affected will be warned as early 
as possible, and allowed to with- 
draw their advertising. 

“We believe that the best hope 
of keeping the good will of adver- 
tisers and their agencies is to tell 
them frankly and fairly of what is 
to come. Advertisers should be al- 
lowed to withdraw their ads under 
such circumstances, even though 


the closing date is past.” 

On the matter of favorable ar- 
ticles, policy dictates this ap- 
proach: “We believe that it is im- 
portant to keep an ‘arm’s length’ 
policy between the editorial text 
of the magazine and the advertis- 
ing it carries. When an article is 
scheduled which may be considered 
as beneficial to an advertiser or a 
category of advertisers, it is tempt- 
ing to use this article as a lure for 
advertising. 

“We are convinced that favor- 
able editorial material should nev- 
er be used to ‘sell’ advertising.” 


McPherrin Resigns as 
Crowell-Collier V. P. 

John W. McPherrin, v.p. of Cro- 
well-Collier Publishing Co., has 
resigned. Mr. McPherrin was pub- 
lisher of Crowell’s American from 
1951 to last July, when the “pub- 
lisher system” was eliminated by 
Paul Smith, president of Crowell- 
Collier. Also affected by the move 
at that time were Edward A. An- 
thony, publisher of Collier’s, and 
W. A. H. Birnie, publisher of Wo- 
man’s Home Companion (AA, July 
12, 1954). 

Crowell-Collier said Mr. Mc- 
Pherrin’s plans include a vaca- 
tion abroad, followed by “a new 
activity to be announced” follow- 


ing his vacation. 


now makes plates 


for both processes 
in America’s finest 
photoengraving plant 
at Lake Street 
and Wacker Drive 


COLLINS, 
MILLER & 
HUTCHINGS, INC. 
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New Yorker 
really 
gets 


around! 
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From Texas to Tasmania‘, native customs include the weekly shopping tour 

‘ | through the advertising pages of The New Yorker. The New Yorker really gets 

* around—every issue finds its way into 4,000 cities and communities all over 

the U.S. and overseas. Through The New Yorker you reach New York-minded people 
from River Rouge to the Red River. You sell the people other people follow. 


*In ‘Tasmania: twelve swashbuckling subscribers to The New Yorker; in Texas: 7,656 buy it. 


THE 


NEW YORKER 


No. 25 West 43rd Street, New York 36, New York 
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Advertising Age, June 27, 1955 


Southern Dyestutf A ints & Cairns, New York, to handle ad- 
Southern Dyestuft a Char-|vertising for its Denivat Everblue TV Sponsor s PF ace 


lotte, N. C., has named Anderson | dyestuffs. 


'the sound on again or the set off. 
All this without leaving his pop- 


in MONTREAL 


The Montreal Star 


The Star is your logical English paper 


. .. because the Star gives you market pene- 
tration where it counts — near-saturation 
coverage of Montreal’s English households 


plus evening, family readership in the home. 


Represented nationally by O’Mara and Ormsbee Inc. 


Issues Small Arms 


CHIcAGo, June 22—“When you 
sell me that, smile!” 

Zenith Radio Corp.—whose in- 
cessant pay tv cannonade has long 
since made sponsors gun-shy—has 
turned to small arms in a way cal- 
culated to make every commercial 
announcer as nervous as a gold- 
rush piano player. 

Latest product of Zenith’s fertile 
research department is Flash- 
Matic, an improved electronic 
weapon which can attack commer- 
cials in several different ways. 


® No wires are involved. The 
viewer, from across the living 
room, aims a_ trigger-operated 
flashlight at one of four sensitive 
‘spots on his new set. With one 
“shot” he can turn the set on, with 
another switch channels, with a 


‘Gunplay’ asZenith °° 


Fortunately for napping tv spon- 
sors, Zenith’s 56 price range on its 
nine Flash-Matic models ($400 to 
$1,400) should stand off all but the 
more hardened gunmen. However, 
Leonard C. Truesdell, v.p. and di- 
rector of sales, reports that a week 
after the introduction, set orders 
from distributors are up nearly 
20% above a year ago. 

Advertising plans have not been 
announced yet, though the big 
consumer push probably will start 
next fall. There’s still time for ad- 
vertisers to develop the ultimate 
counterweapon—a “quickie” spot— 
so quick that only an armchair Bat 
Masterson could drop it. 


Malap Changes Name, Moves 
Malap Advertising Agency, Kan- 
sas City, Mo., has changed its name 
to Richard Lane & Co. Simulta- 
neously with the change of name, 


| 
| 


GRATITUDE—Vic Potamkin, Phila- 
delphia Chevrolet dealer, was so 
impressed with the results he has 
been getting with his two-pages- 
a-week ad schedule in the Phila- 
delphia Daily News that he took 
this full-page ad in the June 16 


third knock the sound out of a'the agency has moved into its own 
commercial and with a fourth turn| building at 307 W. 14th St. 


Wall Street Journal to praise the 
newspaper. He started in business 
in March, 1954, and says that the 
News helped make him “one of 
the most talked about successes” in 
the U. S. Petrik & Stephenson, 
Philadelphia, is the Potamkin 


agency. 
WZ. « 
/ AS YSN Houston Adman 
(are Goes, Boosts Beer Sales 


10.81% in Year 


(Continued from Page 2) 
cellent selling point for his prod- 
uct, midway through the campaign, 


vS: } when the beer won the coveted 

“= —4 Premium Quality Medal of Lead- 

SS ership in international competition 
Y in Munich. 


Mr. Wilhelm revitalized markets 
for the beer at the same time. He 
shuffled personnel and overhauled 
transportation methods. Advertis- 
ing was concentrated in areas 
where population was thickest. It 
was slanted particularly toward 
the take-home trade, with the idea 
of putting more GP-20 into house- 
hold refrigerators. 

Radio programs were aimed at 
the perimeter of Grand Prize’s ad- 
vertising territory. Since the pro- 
grams were being heard in Louisi- 
ana, Oklahoma, New Mexico and 
Arkansas, Mr. Wilhelm appointed 
new distributors in those areas to 
add to the 65 in Texas. 


Love has a language all 
its own, sweet and 

full of secret meanings 
for each lover’s heart. 


That De Beers adver- 


tising successfully 


® During the first year of the cam- 
paign, 22 of the 65 Texas distribu- 
tors showed sales gains of from 
10% to more than 100%. In Hous- 
ton, the beer climbed from fifth 
place to third. The company now 
sells more beer in Shreveport than 
in its old Fort Worth and San An- 
tonio territories combined. Opera- 
ting costs dropped 20%, reflecting 
increases in both sales and opera- 
ting efficiency. 

Howard Hughes_ Enterprises, 
owner of the brewery, has ap- 
proved a five year ad program set 
up by Mr. Wilhelm. It starts with a 
program to popularize the abbre- 
viated name. And one phase of it 
contemplates capacity operation of 
500,000 barrels a year by the end 
of 1957. 


R. I. Broadcasters Elect 
H. William Koster, general man- 
: ; ager of WEAN, Providence, has 
diamond sale A ee been reelected president and gen- 
is about two-thirds of N. W. AYER & SON, INC eral manager of the Rhode Island 
h i : : Radio & Television Breadcasters 
& carat up more than Philadelphia, New York, Chicago, Detroit Assn. Other officers elected include 
two and a half times. San Francisco, Hollywood, Boston, Honolulu Milton E. Mitler, president and 
general manager of WADK, New- 
port, v.p., and E. James McEnany 
Jr., WNET-TV, Providence, secre- 
tary-treasurer. 


interprets the language 
of love is evidenced 

by the continued rising 
level of diamond sales. 


When our association 
with De Beers 
Consolidated Mines, Ltd., 


began in 1939, 
diamond sales averaged 


about a quarter of 


a cut carat for each 
marriage. Today the 


Ward Names Small Agency 

Ward Machine Co., Brockton, 
Mass., has named William J. Small 
Advertising Agency, Boston, to 
handle its account. The company 
‘ ° | previously placed direct. 
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tat ‘ wil Sunday was 


Father's Day. It is now his priv- 


lege to wear (and pay for) the 


She broke three world’s records in the 
"32 Olympics and was named All- 
American in basketball while still in 
her teens! Baseball, billiards, tennis, 
golf—you name it and the world’s great- 
est woman athlete can do it, and win 
at it. What is she really like? What sort 
of home life does her athletic schedule 
allow her? Now, in her own words, she 
sorts the myths from the facts and tells 
her side of the fabulous story—from her 
early childhood to her recent comeback 
after a battle with cancer. 


tie his family picked out. And 


that’s a clue to the whole men’s 


wear business. Dad wears the 


pants, but Mother has to okay 


Why James lVlason 


tasstolweed nem. That's one good reason 


new story 


by the author of 


THE TEAHOUSE 
OF THE 
AUGUST MOON 


Bosko Kovalski sneaked 
under the Iron Curtain, 
only to end up in darkest 
Detroit — Hamtramck! 
For his baffling, and hi- 
larious, adventures in 
the land of capitalism— 
be sure to read End of 
the Rainbow! 


why The Saturday Evening Post 


He says the place 
has made him a 


” 


“hack actor 
and he “‘never 
wanted to be an 
actor in the first 
place.” Yet in the 
past eight years he’s managed to earn 
nearly $2,000,000—and the hearty 
dislike of the majority of the film 
colony. Richard G. Hubler tells how— 
and why—He Makes Hollywood Mad. 


carries so much men’s wear 


by VERN SNEIDER 


advertising. It is the family mag- 


They should call it CRIMES SQUARE 


It’s less than one square mile in area, Yet New York's 14th precinet (from Times 
Square to 27th St.) is the happy hunting ground of the biggest concentration of 
con men, payroll bandits, dope peddlers and second-story men in the country 
Here’s a cop’s-eye view of The World’s Busiest Police Beat — where bandits walk 
(don’t run) away with their loot! (Article by Stanley Frank.) 


azine read by men and women 
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NEWSSTAND 


SALES 
Jan. 1 = Mareh 31 


=| confidence. The Post gets 


to the heart of America. 


Post audience: 50.5% male, 49.5% female 
(SOURCE: The Measure of o Magazine). 
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WGN-TV Festival 
Hacks Way Through 
Package Film Jungle 


Cuicaco, June 23—Yesterday 
for the fourth straight year, WGN- 
TV cleared a path for agency time 
buyers through the jungle growth 
of syndicated tv films—and more 
then 300 buyers, account execs 


Book Manuscripts Invited 


Looking for a publisher? Our illustrated booklet 
tells how we can publish, promote and distribute 
your book, as we have done for hundreds of 
other writers. All subjects considered. Especially 
interested in business and related topics. New 
authors welcomed. Write today for Booklet AG. 
It's free. 


VANTAGE PRESS, Inc., 120 W. 31 St., N. Y. 1 


In Calif.: 6253 Hollywood Bivd., Hollywood 28 
In Washington, D.C.: 1010 Vermont Ave., N.W. 


and clients’ representatives ear-| about 30 films which WGN chose 
nestly followed its lead. | out of a much Jarger number sub- 

The occasion was WGN’s Film| mitted. The station’s film depart- 
Festival, which the station held) ment goes all-out on this promo- 
two months earlier than usual to| tion, spending three or four 
give the admen more time to make! months each year obtaining films 
their fall selections. from producers and distributors, 

The showcase operation which} reviewing them and cutting them 
the station inaugurated in 1952—)to about 10 minutes each. 
and which stations in other mar- This year’s selection was wide, 
kets are beginning to imitate—is|ranging from “Mad Whirl,” a 
becoming an established institu-| hectic roller derby sequence (Na- 
tion here. It is also a good will) tional Telefilm Associates), to “I 
builder: Most admen are grateful) Spy,” espionage-through-the-ages 
for the chance to size up the fall| series starring Raymond Massey 
film market in a quick, painless) (Guild Films). Most of the entries 
and pitch-free manner. were new this year, some brand 
new. Among them: 

Ina Rae Hutton and an all-girl 
orchestra (Guild), a vidfilm ver- 
sion of “Gangbusters” (General 


® This year, as previously, the 
film prospectors saw carefully- 
edited synoptic selections from 


lg 


i) ve 
FOR RELIABLE REPRESENTATIO 
IN THE SURGING Sourneasr eee 
The Dell Men’s Group 
Retains The Dawson Company 


Publishers’ Advertising Representatives 
905 Chamber of Commerce Bidg., Miami 32, Florida 


Teleradio), “Judge Roy Bean” 
(Quintet Productions, Hollywood), 
“Police Hall of Fame” (E. Hugh 
J. Davis, Chicago), and “Behind 
the Scenes,” comedy series done 
by Studio City, the tv arm of Re- 
public Studios. 


® WGN-TV’s place in all this is 


well defined. Affiliated with Du- 
Mont, it is practically out of the 
network field, has become a pre- 
eminently film-and-local station. 
Especially in the prime evening 


hours it figures that any stimula-) 


tion of film sales is bound to re- 
sult in a better-than-even sales 
break for itself. 

Last year’s festival demonstrates 
this nicely. “Last year, we could 
definitely trace 11 contract sales 
on products we exhibited,” a 
WGN-TV official told AA. “We 
got six of them, leaving five for 
the other three stations.” 


Milwaukee Adclub Elects 

Richard G. Wells, president of 
Wells Badger Corp., has been 
elected president of the Milwau- 
kee Advertising Club. Other of- 
ficers elected include George L. 
Staudt, advertising and sales pro- 
motion manager of Harnischfeger 
Corp., v.p.; James W. Murphy, 
Allis-Chalmers Mfg. Co., secre- 
tary, and Frank V. Birch, chair- 
man of Klau-Van Pietersom-Dun- 
lap, treasurer. 


More and more advertisers are feathering both their caps 


of goods today’s National Geographic Magazine has become. 


(1) National Geographic readership has never been larger. 
Present circulation tops 2,000,000 families—up 70% since 1946! 


(2) National Geographic families have never had more to spend. 


WANT A 


and nests by discovering what a powerful mover 


There are five important facts that make 
their high-flying results possible: 


Our latest survey shows median income at $6,593 — about 


up and up. The first half of 1955 is 17°, over the same period of 1954! 


25% above national average! 


(3) National Geographic advertising volume goes 


(4) National Geographic roll-call of advertisers keeps growing. 
Latest count shows 37 NEW ones added already to the 1955 list! 


(5) National Geographic reader loyalty has reached 
new highs. Voluntary renewals by member subscribers are 
at 87.4%, —with no circulation inducements used! 
Median length of readership is now 10.7 years! And 98°, of all 
National Geographic families keep their back copies 

or pass them along to others! 


feather 
in Your 
(ap ¢ 


These are potent portents of 
success to keep any advertiser’s 
wings a-flapping with 
excitement. lo them, you 

must add the pleasant fact that 
the vast National Geographic 


audience is available at a 
cost that’s a real model 
for media economy! Ask us for 


Washington 6, D.C. 


reaching more people 


the full 1955 National 
Geographic success story — 

and get ready to befeather your 
own cap most profitably. 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


for more advertisers than ever before! 


Advertising Age, June 27, 1955 


50% of Men, 25% of 


Women in U.S. Smoke 
Daily, Census Finds 


(Continued from Page 1) 
500,000 smoke more than two packs 
a day. 

In addition to the 38,000,000 
“regular” smokers, the release says 
there are 2,000,000 others who 
smoke cigarets occasionally. _ 

While the survey covers cigar 
and pipe smoking in the same de- 
tail that it covers cigaret smoking, 
the release reveals only that 2,500,- 
000 men smoke one or more cigars 
daily, and that another 7,500,000 
smoke them occasionally. It says 
3,500,000 men smoke a pipe reg- 
ularly and an additional 4,500,000 
smoke a pipe occasionally. 

According to the most recent 
estimates of the Department of 
Agriculture, on the basis of tax 
returns reported by the Internal 
Revenue Service, 373 billion cig- 
arets were consumed in the U. S. 
in the federal fiscal year that ends 
June 30. This compares with 378 
billion in the fiscal year that ended 
June 30, 1954, and 397 billion in 
the preceding fiscal year. 


® Public Health Service reported 
that an estimated 1,500,000 men 
and women stopped smoking cig- 
arets entirely since the fall of 1953, 
with the number of “quits” par- 
ticularly heavy among those under 
45. Between the fall of 1952 and 
fall of 1953, just before the “lung 
cancer” discussions first became 
widespread, the number of quits 
was about 600,000, the release says. 

“It should be remembered, how- 
ever,” Public Health cautions, 
“that some of those who quit smok- 
ing recently may start again at 
some future date.” 

Among the information culled 
from the survey which has been 
released at this time is the state- 
ment that 34,000,000 of the total 
adult male population of 50,000,000 
either regularly or occasionally 
smoke cigarets, cigars and/or 
pipes. About two-thirds of these 
men reported they smoked before 
they were 20, and most have been 
smoking regularly since then. 

Public Health Service says the 
survey shows that there are larger 
percentages of smokers among the 
men of the 25 to 64 group than 
among those below or above those 
ages. Greater diversity in smoking 
practices among women was dis- 
closed, ranging from 35% of the 
25-34 group, to only 4% of those 
35 and over. 


® Other results show that non- 
farm men are heavier smokers 
than those who live on farms and 
white men smoke more than non- 
whites. “In the South, for exam- 
ple,” the Public Health Service 
said, “about 25% of the white men 
who are cigaret smokers use over 
one pack a day, whereas only 
about 12%% of the non-whites 
smoke this much.” 


Market Research Council 
Awards Student $100 


The Market Research Council, 
New York, has chosen Richard 
Kirwan Ferguson, 24-year-old 
track star at the University of 
Iowa, winner of the top award in 
its second annual competition for 
students in marketing research. His 
prize was a $100 cash award and a 
trip to New York for a special 
meeting of the Council June 24. 

Mr. Ferguson’s entry was titled 
“A Study of Possible Mill Produc- 
tion for the Johnson County 
Farmers’ Assn.” Other winners who 
received $100 awards were Edward 
A. Allen, Marquette University; 
John L. Hartl Jr., University of 
Wisconsin; Robert A. Lenberg, 
Brigham Young University; Mar- 
jorie Eleanor McKimm, Queen’s 
University, and Sanford William 
Weiss, Northwestern University. 
Cash awards of $25 were also made 
to six other students. 


CRY Pear Se SE CER i apes re 
an: eee FPO ee rer nar aS Bae ee, ae a 
< © ae 3 “ at 
aor Som Len? oie caer BAe UE at ws eS Q a Fe yey eat . zat 7 = i ° = one a AME es a a x et Pe #A ; é Pie be " 2s 
ey 
" 
Po Pike 
4 
A 
4 » 
aes 
ae 
Ks 
ee ‘' 
a 
oe ate | cs 
“aa 
ee = 
ee - 
fae 
oa 
PO ot 
a 
( eae, = 
fu ig 
\ 5 al 3 
a 
' ts 
me 
} = 
| : 
< S 
= oa 
fee 
} ‘ 
ee a 
is 
a bes 
¥, 
: 
ae | 
: 
Bs 
| e. 
PO . 
PO | 
a | | 
: 
: 
+ 
| x 
ee ‘ 
| 5 
| : 
| ae 
Ba 
eee 5 
a 
: 
PO i 
* 
4 
— . a 
a 
= 
r. 
$ 
fs 
e 
ay 
“a 
a 
a 
(> 
x 
 \ ss 
; 3 
ed Ade . 
~ ' i / : 
— + 2 
+: © e 
= paint a Se oa Y i 
(Rinna), gan eon te | 
* vig lee. : 
> eee i 
ee al chy’ | 3s hee aa | . 
- i - ae Beha | : 
a PO. ee ny S, 
, eee, eee ia a ne tonal 
Fle Se. ae. a tf fee ; 
6.8 ge i ae ee . ae ae eae * 
a mea alas f es , — < oS .™ y 
ip. ’ tae ae aot eae A Fs fa ig | - 
, ee ie ae i a A te ie .) 5 
id Fee cates re tS eres \ 
i er MEH, 4 ; ss ki Taka tsi at & 4 ‘ 
BPR I Se oi. | Re ee | ee 7 \ : 
ae ee” , eee “eo ae y S a 
Nes = = 7 ow ee ce ee a % 
sf Wh Po 
aa ; ™ x ” . : 
bs ; faa | 
sails ls 5 Rete. : aE PS de ee ee j ; 
Po ee Pa y ay f 
— * A ; ; 4 
s ‘ie : 4 f p 
. “ = : j 
a te V/, y f 
i J 
i/j 
G7 / 
F «4 
@ 
v 
‘ 
7”. 
a 
> s 5 
? 
’ Ay? ’ 
¢ Pee. A= ie : 9 : 
. = PO 
A 
5 ty 
. Naf 3 “ 3 3 Tite. ae fey! <he F ARS et f A ke a id ee ft an, 3 . ee | - " penry = y vt * R ‘ f Rete 
. Z . L<7 “Sg <3, Peay: ok Re BER 5 gra ere <7 eh et A ag Oe he Lea Ca! : eT ee ee ase ee ee ge ie el Pe eg Cees te 5 saat w' My te SS ot hy et aE ee eae Oe : ‘ a t. jn ae 
8 ae oR a, OR RR ee Se al Se eo Ena eee Ma Maced SSD ANN Pe ca iy! aa tad) MOM TN Daa e ak, SPE deel ui Y Ese i Ne oh eae CR Gee Vor Vidi: Cot ee ae WIE PED ade AN,” | beet fj By thie Ba ie ee Weeds tat 7 he eT ayn ee he Ae ee ia Sar e : SSR Shs on 
Pig Ee pray Si pgetaby ey Wi Td RE ho ee ee Sty er eo A ee ee ge Bee Bes iy hvala eee PE Preter J ic Oe ety ONES Waa aoe Penal Sere Se Lipa. cy Onl ey Re cei Sig Cis a” at a” ARR EW od 4 2 i re aa Saget ay aoa ge ee Ie ge PE ES oe MR ee eT 
Ee 5 EES S27 ity aie! legit By Sm a Satta ae ee pa aie oh Mees ta ge Ae ae a ® Sp Pee. ke wes ea Be ie: pe ia re 4 San “ee Pre) ae sa tee Re ae ee Sep Orth ey, ale Si Se a ca ft ak <a: Ber bghee ad wets “y be i? iy @ RS Be ate Be te xs ee SS | ica i ay 
: La Pe § a $ ) Ay Fe — Woe i A ee A Pay he es ae de Bt ee eo ry ahead ht ae 3 es Seer ee ol Ate eee Rae Reo Seg ie a cry ae Yin | PO: fee ne 7 ft ae Ree, oF Pe NTT | st ed se Ne hire STE IES ta el SS SE ek ee 
: Ee oe tet ee 2 ean Py ods MES Sa nen A ek ieee ge eee a OS ae ie Wa Se Te AO ae os a. is) eas Pee Ns Pe ON ony: Pat $ PD Deer LE oe $F ek 0 ee aks ee es ak Pe 7 Ae PE atte b iy hae i: SEM 2 b I ay ee SE RR Ea is 
Ta aE 9) Leo s,s: PRONE OEY, PRRs er SBE tare ty Se < o eer 7 te: SSeS a ae ea ta Reig ae ey rae gona eh Soa MAAS Scie ye gitar s seen Re Spy PMbwe fp ee FN ale BT ie Re 8 ae gt eg 
ci ae? aay of Be OCs Se RS A eS A S TE ee TI le es pT SO i ats Sr ee seh Pa SS 5 ae alee See ae ey 6 ll ae Dee ae Ee EET a Ry aces Sigs pe i ee Sea ee ES, SO One ees Nal ay Soy, Rn De Ve PT Rn OS ts SC is Me ehh Pe tee, Tues 


Ast Grae ent sai f ad en Ba Te 


"Let those who will have their gimmics, their pogo sticks, their 
insurance seoenes. their ftongle& town -and their hom tie-ups; give 


From a talk by Mark Ethridge, publisher of the Louisville Courier-Journal, 
at University of Michigan School of Journalism, February 11, 1955 


DETROIT NEWS LEADERSHIP IN CIRCULATION 
AND ADVERTISING CONFIRMS THESE 
BASIC NEWSPAPER PRINCIPLES 


This is the policy to which The Detroit 
News has faithfully adhered and which, 


despite the excursions of its competitors, 


F I R AY T I N Ci R Cc U L. A T I et N has brought it both circulation and ad- 


vertising leadership. 


The News Leads in Both Weekday and Sunday Circulation Every copy of The Detroit News is 


—in Total as Well as in the 6-County Trading Area bought and paid for because someone 
wants to read it. Its circulation state- 

WEEKDAYS SUNDAY ment for the six months’ period ending 

March 31, 1955, reflects the preference 

THE NEWS ........- 456,189 563,038 of Detroit ates renidentatats weed 

Lead Over Free Press... 22,915 79,085 newspaper. 

Lead Over The Times .. 47,227 25,660 The Detroit News, as the publishers’ 
statements to the ABC indicate, leads in 
total circulation’ both weekdays and Sun- 

THE NEWS ........ 442,304 504,005 Cay. MEY pO See 
largest circulation in the productive six- 

Lead Over Free Press .. 103,986 177,543 county $5 billion Detroit trading area. 


Lead Over The Times e+ 63,601 115,768 This is the important sales-producing 


ADC Pubiiiusthiaiitiaitn tor Cotanthd gullet area for advertisers . . . and The News’ 

ending March 31, 1955 thorough coverage of it is acknowledged 
by advertisers in every classification, from 
department stores and real estate to the 
occasional user of a want ad. 


For over a third of a century These advertisers in 1954 placed a total 
of 51 per cent of all their newspaper 
The News has been one of the advertising in The Detroit News, The 


Free Press carrying 25 per cent and The 
Times 24 per cent. The same ratio is 
in advertising linage! being maintained in 1955. 


FIRST ten American newspapers 
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THE HOME NEWSPAPER 


LARGEST WEEKDAY AND SUNDAY CIRCULATION OF ALL MICHIGAN NEWSPAPERS 


Eastern Office: 110 E. 42nd St., New York 17. * Miami Beach, Florida: the Leonard Co., 311 Lincoln Road 
Chicago Office: 435 N. Michigan Ave., Tribune Towe:, Chicago, Ill. * Pacific Coast: 785 Market Street, San Francisco, Calif, 
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Jan. 5-6-7 
Masters Tennis Tournament 
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Mar. 19 
Hollywood Ice Revue 


Oct. 14 
Old Vic Company 
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Oct. 30 
Children's Choir 
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Nov. 8 
Metropolitan Opera Telecast 


Jan. 5-6-7 
Caine Mutiny Court Martial 


Mar. 29 


Stuttgart Chamber Orchestra 


Jan. 17 
Detroit Symphony 


eeeeeeeee 
eeeeeeeeeeoeeeeeeeeeeeeeeeed 
ee220220666 
eeeeeeee 
SCOHSSSSSSSSSSSESSSSSSSSSHSEEEESESE 
eeece 


Apr. 9 
Musical Americana 


Jan. 22 
Track Meet 
(10th Annual Indoor) 
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Apr. 19-20 
Jose Greco 


eececee 
eeecece 
eeeccece 
eeccee 
eeccee 
eeccee 
eeccee 
eeecece 
eecece 
eecece 
eeccce 
evecece 
eeeece 
eeeeee 
eeecee 
eeecee 
eoeee 
TUTTI TTT 


Oct. 21-23 
Ballet Russe 


Nov. 8 
N.Y. City Opera Company 


Nov. 9? 
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Feb. 13 
Fred Waring Valentine Party 


egg peer ferrrn 


Feb. 26 
Les Compagnons de 
la Chanson 


Jan. 27 
Warfield-Price Recital 
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Feb. 16 
Cleveland Symphony 
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Aug. 19 
Football Classic 
(17th Annual) 


"2 


May 10 
Liberace 


June 11 
Music Festival (10th Annual) 


Oct. 1-2 
Music Circus 
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Response to The Inquirer—its news, its 


i __assumes the stat- 
es, its sponsored events 
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ure of a tradition in Delaware Valley. The = a 


aders to emotion and action by 
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Nov. 11 
Philadelphia Orchestra 


Nov. 29-30 
Ballets Espagnols 


quirer stirs its re 
displaying sincere in 
holehearted service, 


: terest in them 
consistently 


their needs. This w 


and in re : 
i i con- : 

added to informative news presentation, is : 
sidered an obligation by The Inquire : 
e warm, 4 


Such a newspaper elicits the sam 


ance for advertising in its pages. 
kind of welcome 


friendly accept 


rtising can win this Dec. 2 


Your adve 3 Dec. 5 
even days 4 week in Inquirer homes, starting Amsterdam Symphony Victor Borge 
s : 
t for sales action in Delaware Valley, U.S.A. 3 OE 
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The Philadelphia Pugquirer 


Constructively Serving Delaware Valley, U.S.A. 


Dec. 7 
Agnes Moorehead 


Dec. 9-10-11 
Caine Mutiny Court Martial 
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Annual Wages and Marketing 


The possible effects of the guaranteed annual wage, now a reality 
in the automobile business, on marketing and advertising practices 
has been pointed out by numerous writers and commentators on the 
business scene. 

Yet we wonder how many advertising and marketing men have 
seriously thought of GAW as an influence of real potency in con- 
nection with the work they do. 

A few weeks ago, the Magazine Advertising Bureau released a 
study on the seasonal factors in advertising. The study was startling 
in at least one aspect: It demonstrated that while seasonality is be- 
coming a less important factor than it once was in most business lines, 
advertising shows every sign of being more seasonal in character 
than ever. 

The study covered recent years in which guaranteed annual wages 
were merely a dream. It demonstrated that even without this par- 
ticular device, business was ironing out seasonal peaks and valleys, 
sometimes at an astonishing rate, whereas advertising thinking gave 
every sign of being more firmly rooted than ever in the notion that 
expenditures ought to be concentrated in certain periods of the year. 

Now the guaranteed annual wage, even though it is present on 
a wide scale only in the automobile industry at the moment, is cer- 
tain to induce manufacturing—and hence marketing—patterns to 
come as close as possible to a flat line throughout the year. And that 
means that advertising expenditures and promotional activities must 
also move toward a flat line throughout the year if these vitally im- 
portant activities are to be carried on most sensibly and most econom- 
ically. 

The 39-week radio or television program; the skip-the-summer- 
months and don’t-run-during-the-Christmas-January-period kind of 
thinking must disappear. Production is now a year-round activity. 
So is consumption, and buying for consumption. And so must be ad- 
vertising and selling. 


On Reading and Thinking 


Current management practice seems to be tending more and more 
toward what might be described as capsule thinking. Every exec- 
utive wants “the facts,” but he wants them boiled down to a sort of 
double-distilled essence. 

It is becoming more and more fashionable, under what professes 
to be the urgency of day-to-day affairs, to have others do the read- 
ing and the investigating, the studying and the recommending. This 
makes excellent sense, up to a certain point. But beyond that point, 
it becomes clearly nonsensical. 

The executive who has no time to read anything except what is 
brought to his attention by his secretary or his librarian or his de- 
partment heads has, to an almost total extent, surrendered his in- 
formation sources to these subordinates. He has no way of knowing 
what he is missing, nor how subtly his own mental processes may be 
influenced by the mental processes of those who do the selecting for 
him. 

Even more open to criticism, however, is the growing practice of 
insisting that reports must be “boiled down,” and condensed some- 
times to the point of practically disappearing. A researcher spends 
months or even years on a project; if his final report does not in- 
clude a summary that fits on a single page, he is likely to have it 
tossed back at him as too long-winded. 

Enormously important business decisions are frequently made on 
the basis of reports which have an assessment of the facts, but which 
omit all the subtle nuances which give meaning and substance to the 
facts. Not all business decisions can be made on the basis of a single- 
sheet report. Some require long and serious and complete study. And 
a short report is not always the best one on which to base a decision. 


Gladys the beautiful receptionist 
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—Nancy I. Phillips, managing editor, Inplant Food Management, Chicago. 
“So I told him, ‘Sure it’s two color—black and white.’ ” 


What They 


‘re Saying 


Business Has Stake 
in Private Education 

There is serious need for wide 
publicity of the fact that public) 
education doesn’t cost less and 
may cost more [than private edu-| 
cation]. The large proportion of 
educational cost that the student, 
or his parents, do not pay in tui- 
tion to the public institutions is 
paid by increased taxes and, as a 
future taxpayer he will shortly 
join his parents in such payments. 

Many business firms must be 
shown that if they do not volun- 
tarily go to the financial aid of 
higher education, it is certain that 
they will be providing more fi- 
nancial support for higher educa- 
tion, involuntarily, through higher 
taxation. If you will aid in awak- 
ening people and firms to the eco- 
nomic facts, your assistance will 
be of tremendous value. 


—John T. Rettaliata, president, Illinois 
Institute of Technology, Chicago, in 
an address before the Chicago chap- 
ter, Public Relations Society of 
America. 


Militant Program Need 

The Bureau of Education on 
Fair Trade, together with all the| 
many friends of the cause, need to. 
become more vocal and more mili- 
tant in their activities in its be- 
half, if the anti-fair trade move- 
ment is to be halted and fair trade 
retained as a basic factor in the 
marketing of trade-marked mer- 
chandise. 

The public is being fed a vast 


days...There may have been 
some good in both when they be- 
gan but the uses made of ‘fair 
trade’ recently have not been for 
the public good.” 

The Department of Justice, act- 
ing through the Attorney General’s 
committee to study the anti-trust 
laws, is flooding the country with 
anti-fair trade statements which 
can be expected to weaken fair 
trade among large segments of the 
country. 

Fair trade has a story that needs 
to be forcefully told and retold. It 
has been beneficial to consumers, 
it has held prices down, and 
curbed predatory competition in 
the interest of all. 

But the story must be told and 
retold! 


—Editorial in Drug Trade 
June 6 issue. 


PR's Job 


That the level of public expecta- 
tion has grown so tremendously 
over the past few years—and that 
the realization or disappointment 
of such expectation channels so 
rigidly the flow of the spending 
dollar—is more than a small trib- 
ute to the enlargement of skilled 
public relations programs. 

You see, the more we court the 
public, the more the public expects 
to be loved. And, the more the 
public looks for other suitors of its 
energy, enthusiasm, and wealth to 
be equally effective. The geomet- 
ric representation of this condition 


News, 


amount of anti-fair trade propa- | is a circle—a non-vicious circle— 
ganda. Just recently, Fred B. Laz- which is bringing the desires of 
arus, president of the Federated the public and the objectives of 
Department Stores, was quoted in business closer and closer to- 
the New York Times, as follows: | gether. : 

“Undoubtedly, there is developing —J. H. Smith Jr., public relations, 
an attitude toward ‘fair trade’ like guy Be Mg Ee Be 
that toward Prohibition in its last 


Assn., speaking at the group’s con- 
vention in Washington. 


Advertising Age, June 27, 1955 


Rough Proofs 


Pre-cooked dinners were of- 
fered in greater number at the 
grocers’ convention, reports the 
world’s greatest advertising jour- 
nal, 

Begins to look as if the gals will 
get a little more time for their 
golf. 

+ 

Randolph Associates, a new Wel- 
lesley agency, has been attracting 
a lot of attention with a campaign 
on “Things are really cooking in 
New England.” 

It’s news when an agency starts 
spending its own money for ad- 
vertising. 

. 

The new Pacesetter, made by a 
Japanese firm, is described as a 
sewing machine that thinks. 

And it appears to be able to do 
practically everything but cook. 

2 

Some publisher members who 
realize that the organization is- 
sues reports on more than one 
medium continue to refer to it as 
the Audit Bureau of Circulation. 

e 

“Why do people who don’t have 
babies buy 20% of the baby food 
sold in Chicago?” asks the Tribune. 

Maybe they just want to baby 
themselves a bit. 

8 

“Visitors by the million jam 
Florida’s breeze-cooled Gold Coast 
all summer long,” says a Miami 
newspaper promotion. 

And if Arthur Godfrey keeps 
pitching, there’ll be even more. 

. 

The criticisms of the U. S. In- 
formation Agency contained in his 
book, “Billions, Blunders and 
Baloney,” are correct, insists Gene 
Castle. 

Anyway, the controversy in Con- 
gress hasn’t hurt sales of the book 
at all. 

e 

W. N. Mackey says Scots don’t 
like to be portrayed in advertis- 
ing as stingy. 

But wouldn’t a Scot agree that 
to be thrifty is a virtue? 

° 

Walter O’Malley of the Brook- 
lyn Dodgers says baseball can’t 
survive without pay tv. 

And of course it will help to 
have a little advertising thrown 
in. 


” 

Gene Wedereit has just been 
promoted to advertising director 
of National Cylinder Gas, and 
hopes his friends won’t say he’s 
now hitting on all six. 

7 

A Hollywood agency man says 
“he knows the advertisers’ prob- 
lems and the talent attitude and 
has successfully married them 
both.” 

Bigamist! 

+ 

Tom MacGowan cites the ab- 
sence of a “well-rounded litera- 
ture” to show advertising and 
market research is still unscienti- 
fic. 

He probably doesn’t consider all 
those speeches at advertising con- 
ventions as literature. 

~ 


Gene Sarazen wrote an interest- 
ing magazine story to prove that 
Gene Littler and not Ben Hogan 
would win the National Open, but 
it took a play-off to make him 
right about Hogan. 

Copy Cus. 
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They told us so. R.L. Polk recently sent a questionnaire 
to 8,018 brides who had been married in January or 
February of this year. Three questions were asked: 
What magazines do you read regularly? (2) Is there 
any one in whose advertising pages you have particular 
confidence? (3) As a new home-maker, from what 
magazine do you expect to get the greatest help? 


In every instance*, GOOD HOUSEKEEPING led all 


other magazines. More brides read it, more brides trust 
it, more brides plan to live by it. When you advertise 
in GOOD HOUSEKEEPING, you not only get more 
coverage in the Brides’ Market, your advertising also 
has more believability, stands a better chance of being 
acted on. For complete details, write, wire, phone to 
see the 1955 Bride Survey. GOOD HOUSEKEEPING, 
57th St. at 8th Ave., New York 19, N.Y. + *Life tied Good 
Housekeeping on Question #1 al ove. 


uo, 
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Good Housekeeping 
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The “experts” who long ago proved that bumblebees 
can’t fly have been examining network radio. It too, 
they say, is “aerodynamically unsound.” But the bees 
aren’t taking it sitting down. And neither is network 
radio. Why should it, when... 


Network radio is accounting for 130,000,000 ad- 
vertising dollars a year.* Soft goods dollars, hard 
goods dollars. Dollars from companies just beginning 
to advertise nationally. Dollars from companies whose 
advertising budgets and experience are legendary. In 
fact 20 of the 25 biggest advertisers are using net- 
work radio in 1955. #12 months through March 1955. Time only. 


Network radio continues to be the most efficient 
way to reach customers. It takes an advertiser’s 
message to a thousand people at less cost than any 
other medium, Less than magazines, newspapers, tele- 


vision. And in many new radio formats a network 
advertiser can reach listeners in the evening at a cost 
that’s lower than before television came along! 


People have 111,000,000 places to listen. (The story 
of radio keeps coming back to boxcar figures.) Around 
the house alone, there are nearly 75 million working 
radio sets: 25 million radios in living rooms, 22 mil- 
lion in bedrooms, 16 million in kitchens, 4 million in 
dining rooms, 7 million in other places. 


Radios today are scattered in so many different places 
throughout the home that only 14 million sets—mostly 
in living rooms—have to double up with the TV set. 


With radio now so handy it’s only an arm’s length 
away, is it any wonder that nine radio families out 
of ten tune in every week. That on the average... 
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They spend more than 17 hours every week with 
their radios. And that’s just the listening that goes 
on at home. Add 26 million sets in automobiles, where 
the listening’s only begun to be measured. Add another 
10 million sets in places people go to work, shop, eat, 
where the turnover is so high nobody even tries to 
keep track of all the listening. 


They tune most to network programs — to the kind 
of entertainment that only networks can support, the 
kind of programs that make radio worth while: At 
night, listeners want Amos ’n’ Andy, Jack Benny, 
Bing Crosby, Our Miss Brooks, Edward R. Murrow, 


4; 


Lowell Thomas. During the day, Arthur Godfrey, Ma 
Perkins, Wendy Warren. 


Even in the biggest television cities, people prefer 
network radio. Of the top radio programs in TV’s 24 
largest markets, 89 per cent come from networks, 
10 per cent originate locally at network stations, and 
1 per cent come from independents. 


Their favorite network is CBS Radio. Listeners 
spend more time with CBS Radio. Advertisers do, too. 
In volume of business this year through March, CBS 
Radio leads its busiest competition by 51 per cent. 


‘CBS RADIO NETWOR 
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This Week in Washington. .. 


Committee Studies 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, June 23—The Sen- | 
ate election committee’s proposal | 
to liberalize the ceiling on political 
spending hasn’t eased the concern | 
here about tv’s role in the 1956 
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Role of TV in ‘56 


political campaign. 

Regardless of party, congressmen 
are worrying about the war chests 
needed to match time buying of 
the enemy camp. And they are 
fearful broadcasters will refuse to 
clear prime time, even if funds are 
available. 

On the other hand, broadcasters 
view the prospective influx of po- 
litical money with misgivings. They 
hate to say no to candidates who 
will eventually be in Congress; yet 
they know their commercial sched- 
ules will become shambles, and 
their audiences decimated, as pol- 
iticians scramble for time. 

Sen. Warren Magnuson (D., 
Wash.), who is chairman of the 
|'Senate commerce committee, han- 
dling tv legislation, mops his brow 
and predicts substantial revision 
in the law governing political 
broadcasts—free or paid—before 


the 1956 campaign rolls around. He 


jis interested in the idea proposed 
'by CBS’ President Frank Stanton 
for debates—a la Lincoln-Douglas 
—featuring major candidates on 
free public service time. But he is 
not sure this is the full answer. 
Sen. Magnuson hopes a non- 
profit organization, such as Brook- 
ings Institution or the Ford Foun- 
dation, will make some studies. 
Meanwhile he wants to hear from 
broadcasters and others who have 
ideas which will result in effective 
political broadcasts—fair to all 
candidates and with minimum 
damage to normal tv fare. 


FTC appointment suspense: 
Democrats on the Senate commerce 
committee intend to let William C. 
Kern’s nomination to the Federal 
Trade Commission mellow for a 
while. They admire Mr. Kern (a 
Democrat). But they resent his re- 
placing their old friend, former 
Sen. Jim Mead. 

They claim they are giving the 
administration time to examine 
legal issues raised by former Com- 
missioner Stephen Spingarn, who 
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contends Mr. Kern is barred from 
passing on any case now before the 
commission, because he has been 
assistant chief of litigation, in 
charge of preparing and prosecut- 
ing cases. 

The Democrats promise a vote 
before Congress adjourns, but add 
that there is no hurry. “After all, 
Jim Mead’s term runs until Sept. 
30,” they point out. 

. e a 


Clouded economic outlook: Busi- 
ness barometers show continued 
increases in consumer income and 
expenditures, and some experts, 
including the U. S. Chamber of 
Commerce, are extending their 
optimism beyond 1955 into 1956. 
Autos and home building, however, 
two of the key factors in the cur- 
rent business boom, have been 
flashing danger signals. Inventor- 
ies of unsold 1955 cars, now in ex- 
cess of a month’s production, are 
beginning to attract attention. 
Moreover, recent government re- 
leases reflect a tapering off in the 
rate of housing starts. Talk is in 
terms of 1,300,000 units for the 
year, instead of the 1,400,000 vis- 
ualized in the first quarter. 

Home construction is still at a 
rate well above 1954, and second 
only to 1950. But slowdowns have 
been experienced in the north cen- 
tral region and the West, and there 
is a shift toward costlier homes. 

* ° * 

Tariff ‘nullification’: President 
Eisenhower has signed the bill ex- 
tending the reciprocal trade treaty 
program for three more years, but 
O. R. Strackbein, lobbyist for the 
protectionists, has warned that the 
President better regard the bill as 
“in the nature of a reprieve.” 

As it went to the White House, 
the compromise retained the right 
of the President to veto escape 
clause recommendations of the 
Tariff Commission. However, the 
escape clause is rewritten to make 
it easier for U. S. industries to 
prove their need for relief. 

“If nullification of the escape 
clause continues at its present 
rate,” Mr. Strackbein says, “there 
will be a move to eliminate the 
Presidential veto next year. “Next 
time,” he said, “all the tender 
solicitude, caressing care and 
motherly love of the White House, 
the House Democratic leadership 
and the women’s organizations will 
not save the trade agreements 
program from facing the world of 
reality.” 

e - e 


Business giveaway: Capitol Hill’s 
new house organ, a fortnightly 
called “Roll Call,” tells how pro- 
motion-minded industries shower 
samples of their wares on the po- 
litically potent. In a recent week, 
for example, all members of Con- 
gress received luscious avocados 
from California, corn flakes from 
Michigan, butter from Minnesota 
and beans from Michigan. 

One of the most available outlets 
for this kind of public relations is 
a club called the Bull Elephants. 
Made up of men employed by Re- 
publican congressmen, it permits 
industries to distribute favors at 
its meetings. 

“Connecticut watches were pub- 
licized when each Bull received a 
beautiful Benrus watch just for 
attending a meeting,” “Roll Call” 
reports. Other favors distributed 
at Bull Elephant sessions included: 
Wisconsin cheese, New York cham- 
pagne, Illinois whisky, Steuben 
glass, fishing rods, boots, ash trays, 
and assorted gimmicks. 

The biggest letdown came when 
a member from Detroit drew a 
record herd of Bulls by promising 
that one of Michigan’s most famous 
products, beginning with a “c”, 


would be the favor. The throng, 


which came prepared to drive off 
in Cadillacs, philosophically pock- 
eted the sample packages of corn 
flakes. 

“After all,” said “Roll Call,” 
“the next meeting may be chaired 
by a member from the Fort Knox, 
Ky., district.” 
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- suit cuttings for 

the first 4 months of '55 
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GRILL OFFER—Kraft Foods Co. is of- 
fering this portable charcoal grill 
for $1.75 and the label from a quart 
jar of Kraft Oil. It will be promoted 
on the company’s tv (NBC) and 
radio (CBS and Mutual) programs, 
as well as through Nancy Sasser’s 
Buy-Lines. Needham, Louis & 
Brorby is the agency. 


75% ot ‘American’ 
Readers Earn Over 
$4,000, Politz Finds 


Cuicaco, June 21—An audience 
study just completed by Alfred 
Politz Research for the Chicago | 
American reveals that more than | 
75% of the home-delivered audi- 
ence of the newspaper is in the 
$4,000 to $7,000 income range. 

The Politz study covered 1,116 
of the 207,000 households receiv- 
ing the American. Data was col- 
lected on the number of males and 
females by age groups and by 
position in the household; people 
working, at what kind of jobs and 
how much they earned; what in- 
come groups own air conditioning 
units and automatic washing ma- 
chines; automobile ownership; 
home owners and renters. 


® It was found that among Amer- 
ican subscribers there is a large 
group of unskilled workers whose 
incomes range over $4,000. Of the 
total 207,000 subscribers, 45% own 
their own homes. Seven out of ten 
own one or more automobiles, and 
7.9% have air conditioning units. 
In the $5,000 to $6,999 income 
group, 8.4% have air conditioning, 
as compared with 17.4% of the 
$7,000-and-over group. 


Grand Duchess Flies High 

Grand Duchess Steaks Inc., Ak- 
ron, has launched an aerial adver- 
tising campaign in the New York 
metropolitan area. A low-flying 
airplane with a 250-ft. long sign, 
seven feet high, which reads 
“Grand Duchess—Finest Frozen 
Steaks,” will fly over the beaches 
in New York City, Long Island and 
Northern New Jersey each Satur- 
day and Sunday, plus Monday, 
July 4, and Monday, Sept. 5, until 
the middle of September. Beside 
the aerial advertising, Grand 
Duchess Steaks’ summer schedule 
for the New York area includes 
color ads in Sunday magazine sec- 
tions, daily newspaper ads, radio, 
tv, car cards, store displays and 
store demonstrations. 


Crow Buys ‘Western Livestock’ 

Nelson R. Crow Publications 
Inc., Los Angeles, has purchased 
Western States Publishing Co., 
Denver, publisher of Western Live- 
stock. Nelson R. Crow will be 
publisher of Western Livestock, 
which will continue to be pub- 
lished in Denver, with adver- 
tising and administrative responsi- 
bility handled from Los Angeles. 
Don Wonacott, advertising man- 
ager of Crow, said Western Live- 
stock will be sold in combination 
with Western Livestock Journal 


Advertising Age, June 27, 1955 


FAAG Elects Paxson | Other officers elected include Jack | ‘Garry Moore’ Adds Three basis. The new participating spon- 
Howard Paxson, Paxson Adver-| Taylor, Taylor-Norsworthy, Dallas,| “Garry Moore Show” has signed|sors are Prudential Insurance Co. 
tising Inc., Benton Harbor, Mich.,'v-p., and Gene Curtis, Patch &| three new sponsors, continuing the|of America (Calkins & Holden), 
has been elected president of the| Curtis, Long Beach, secretary-|Columbia Broadcasting System|S. O. S. Co. (McCann-Erickson) 
First Advertising Agency Group.) treasurer, television series on a sold-out|and Toni Co. (Leo Burnett). 


WHY EASTERN’S SALES IN fl 
ARE UP 64% IN FOURS 


“If you survey Louisville’s teeming industrial, commercial, and residential expansion 

from the vantage point of an Eastern Constellation, you will realize why this midwestern 
metropolis is a key stop on both our North-South and our East-West flights. Louisville’s 
dramatic growth has been primarily responsible for the fact that Eastern Air Lines is flying 
sixty-four per cent more passengers in and out of Louisville than we did in 1951. 

Yes, Louisville is literally and figuratively flying places today. Eastern operates forty-one 
flights a day out of Louisville, providing high-speed transportation between this dynamic 
industrial area and more than 90 key cities in the East, the South, the Midwest, and the 
great Southwest. As far as Louisville’s future is concerned, I can see no limit.” 


Standiford Field is the 21st busiest airport The world’s largest manufacturer of drop 
in the nation, and internationally only London forged steel valves and fittings, Henry Vogt Machine Com- 
among foreign airports tops Louisville. In the last four pany occupies a 24-acre plant in the heart of Louisville’s 
years, air traffic at Standiford Field increased sixty-five industrial area. Vogt, which celebrated its 75th anniversary 
per cent. The City-County Air Board reported almost 600,- this year, employs over two thousand people and produces 
000 arrivals and departures in 1954. Air mail tonnage, machinery and equipment for chemical, petroleum and 
air express and airfreight are also up markedly. Louisville various other industries. Vogt engineers are currently 
is served by four major air lines: Eastern, TWA, American experimenting with new designs to keep pace with the re- 
and Piedmont. quirements of industry in the Atomic Age. 


LebE LOUISVILLE for all its worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Ghe Courier-Zournal - THE LOUISVILLE TIMES 


382,689 Daily Combination * 313,261 Sunday * Represented Nationally by the Branham Company 


and the Western Livestock Group. 


z gir, = 7a Fig si ae Ra ey eT Reda tee Oho | 
Ag a ae DASE ira r Viracting i fake uth 
“) § 3 J z 4 ee) fae te Pe! e E Sit wiihs y cage eS 9 hak t, r gE? ya. > ar z : ¥ i 
Pa ban Sais 4 see ir egt ete “a : Pees Sees” 321 We tae ae ‘ ; phe ae th ik oa, NT fey ree! or : ve ns fo tS 4 eee aie Ber 
18 es | 
5 ae 
oe 
| ‘ 
» 3 | 
ee akeg 5. : soa 
Bie | ae 
Bs ~ Ra 
7 ’ oe 
g 8 
¢ “. 
: oe OB EE SS AT LL a av a ea a _ 
3 . * _ 
: 5 ha ‘ Ma o** ac 
, ze a 
. 5 , = 
% Z 
* x ‘ 2 
. - | ¥ “% 
4 Nd , S 
: % 
- D = : 
tar f Fa on y \ 
j “ bons, he ag 
A a > wi Sala Je & 3 
‘hed Sen SS 
Fy Geto goes ‘ 
4 big te gue” alm roe 
4 — € : 
, a 
Mig pe 4 ; an 
ae a — 
" 4 re a 
pid i 
| 
a 
i 
/ 
A ee ee ee | - 
} 4 
Aa 
% 
a 
eA 
ia 
ie 
i 
ae 
. 
i : - 7 i 
“ : ‘eal | ae . ae pe e ae ie. ie 
| i fs ee G Peta) Win ig me LS ee he pic aha 
} ae POI é my eT i eel : at ae = oe ta a. Resa a 
x Pes > ¥ oe o" 5 wah, = | Mer ad bs 
‘ hae.” se Ble: ss Se 
‘ ? - beg a. iy @ Care 
; ~ — oe Petes ss gh. he 
. % oi PS ee * et 
Fc “ag pe — Balk tee ‘sn ‘ % = a ae # “ear ‘ a 
. » Rey - a Cee es, hs — 4 bas toe 9S, 
ial aia r i, a, Di - Eb es “ we de » * we pg ies ¥ 
x ae ey ie ~ ice i litem pa . a the Spe ia, : 
Lin FON. Wt ais eee ae — | 
| . as i As ~~ # 2 . Keay ae 5 ae 
/ yaa e a 2) . * i he ms 
ai CEM ~ a 3 : Pri ® * ae @ SS aie 
: ‘ A aul . ’ : - *.. ? —_ nad 2h a a os 
| ’ ws ; 4 eo ~~ ee me Bo Stowe RES se & a 
| —_ oe ge ogee * 
| 7 - eu f a — a pe te ” 
er * i Re ' aes’ 3 ab 
: F vom Sr a “ > ; <a P - ‘een 
| 4 ic we % ats 2b od 2 + Ning, OT “S4 ae geet 
= « _, a ~ nf —~ a gi sf Aes 
th Ce WR: a tae le | oe, a 
SOROS, cae cere e eae - a se, le wa : : aie: 
ue ge MM i. et cate . wi .) sy a 
| oe ok Dewi: <x inte = et ee ee a vs — «< oe 
ee : ee ge te Ri 5 eT - r er Be ened a i . sad , re 
; al a i mA f } a as ee eR i ; es, va ‘s —— o i 
: es, 2 : ¢ * ae. a i “ . ke niet oe 
: 9 oS eae ae Re ptt: hile) eee ee ae ‘  aliad % >> : ¥ r em ; reat ti _ 
7 : : . ms % ae . ; 4 Lee 
» towed y sn tibia Semmes Ps ; ae % % Ae rt a) ‘ Wee ¥ 
aah eee oat ; . “= es $ bs . ie 
- ¥ ‘ ba * a  . — Pw < ye ( * i Lain 
; * aie a. “ar —— ss 
: : wit. un os “ « a ~ : we 
nied se ‘i r ‘ oye j . “4 | ae é Mae f ae 
Z pee ‘ ge v 4 ° fs on 
3 eo \ “ tity, - : ae <* aa ¢ a 
od f % 4 on sy > My = a i 3) 
~ Pe o a ia 
| i % -~ =, il ¥F _ ty a - 
| \ * <> Ps j 
| 2 
| ml 
| , . 
; 
| 
| = 
| 
/ 
| 
| “e 
3 
‘ 
= 
| i 
ys 
3% 
“ ; 
: ‘ : ‘ — - —— cP Msg . F ‘ t * , U 1 i: : 
Piste: GR. Yad oa "tsa area Sa Oe » igen Ge hea gs | ay enc 2 i i eke teh ek BE a 1 a gli a 3 te xy, OS eck Tera At oh ak. #pten Bata ! fo 8 ee ge ee ete shy he bet oak acd 2 ety Se Pipe Pes fe oi 
ie a ee are Tagen ee On ak EP en Be Pe TE, Pee eS ne ew ry era C rss 7G et ee ee RAE ER a RRS EP EA OR are, Sete ie oe ee ee OR RO vg Oo gee oe gee ee ae ON yee cit cuN oy Parag wm ME Te OR tig SON GC Go 5 Pe 
rage RPTL, Spas neat te 7! Nea tii Seid rae 2 ns] Sant Da! Se ae Ae be ee BS, as ats’ es ence i are! cet cal Mireles yi Ss Theses : iy oi St Ts ' Sy ele By Se hall ah oe Shree Sie Ve kts geet Cm ae Peek aoe as ae Sea res ae NRT 6 Yas eat 1S. 4 ws 
cs ae 7 G3 Pia) “iutae te Ep it ts PGT hake we CT Pe ee ney EE ge ee, eRe ere ay © 6 oe S25 J ire B gett Sai sé Sy. Piao elt tes oe Chet ah oe ee ee le ee a eee prado Frese her aay BS aes tee aaa? Pte SS ae ge CRS: PRO Se 
Sah e Nie Pee ir nn rg ea EVE RR ER on oe cn LA a AS ae eS ee de eee so) FS aE PERS LO AE SD APs Vat Be PYF eae os Re ee ad oy ong Sa ey A aoe ae ee ge Ib Wo Pre cee ee eG: tg ae Suh ek AD 
wa bard i 8 os BI eet ee a ee Aas a ge pe | ag om ia et aah eae See Os ae Oe te Ag es PAE OT pes se he APS erie Se Ae ker ee eee a eee ee rea Oa es ee ; hip rans Ls) FEN cots, ae ese" ce Cates & ae Pee. “ee “Stet Pee tee Pal 
FM a eeoSS fy eee -*, ne Sy sie Qe 8 ats Er ek ee Ne ee ts BS EL Ee CE GR ee EN SS ee ole ee ee Gaps Se. Sl ME 6a Ean, RS, 7 ei ee 88 Bil mes i a Bee Mey ae 8, eo Pe ee ee Te OO ae eye ga ne eel en ae ee ierouled ote! oar 7 a ns Se ee Oe 


Advertising Age, June 27, 1955 


Oldsmobile Buys Patti Page | Page on more than 100 tv stations, Hicks & Greist Moves 

The Oldsmobile division of Gen- starting in the fall. Screen Gems} Hicks & Greist has moved its 
eral Motors Corp., Lansing, Mich., produced the telecast, which will| New York office to quarters on 
will sponsor a new 15-minute film be seen twice weekly. D. P. Broth-| the 15th and 16th floors of the new 
show starring songstress Patti er & Co. handles the account. Amoco Bldg., 555 Fifth Ave. 


“fl 


LOUISVILLE 


RETAIL SALES IN - LOUISVILLE SET NEW 
RECORD OF $678 MILLION LAST YEAR! 


Louisville’s new and expanding 
industries are putting more money in 
the hands of more people. The net effect 
is a booming retail market. Noting this, two 
retail chains — J. C. Penney Co., and W. T. 
Grant Co., recently constructed new stores 
in Louisville’s downtown shopping district. 
Many of Louisville’s department and spe- 
cialty stores have opened branches in the 
numerous suburban shopping areas which 
are cropping up on all sides of the city. 
Retail sales in the Metropolitan Area last 
year set an all-time record of $678 million. 


‘Create Obsolescence’ by Using New 
Designs and Features, Marketers Told 


(Continued from Page 2) 
ing to ‘public opinion’ in getting 
people to purchase new appliances. 


= “The two methods used to cre- 
ate obsolescence—or let’s just say 
make the product more desirable— 
are style changes and new or im- 
proved features,” Mr. Sanford de- 
clared. 

He listed as one such style 
change the introduction of colored 
appliances. 

“For years,” he said, “we have 
manufactured white appliances, 
even to the extent that many peo- 
ple call us the ‘white goods indus- 
try’. Recently manufacturers have 
started to offer appliances in vari- 
ous colors and have been using 
increased sales promotion and ad- 
vertising effort to sell this idea.” 

Mr. Sanford also pointed out 
that advertising “is another tech- 
nique used in communicating with 
people to help them decide their 
old appliance is outdated. 

“How many advertisements do 
you recall in which the appliance 
manufacturers attempt to make 
you conscious of your old kitch- 
en?” he asked. 

In addition to style changes, new 
and improved features should be 
used in the creation of obsoles- 
cence, Mr. Sanford said. After in- 
troducing self defrosting, built-in 
freezer units and shelves in the 
door, he said, the industry now is 
turning to refrigerators with the 
freezer in the bottom, wheeled 
inodels and other features to make 
the housewife unhappy with her 
“old” refrigerator. 

“In the case of refrigerators we 
are very slowly starting to get two 
refrigerators into some homes,” 


he said. “As more homes include 
recreation rooms in their base- 
ments, we can present a very good 
case for owning a second refriger- | 
ator.” 


= That high-velocity marketing 


may create some diffficulties of | 
its own—including an intensified 
problem of maintenance, was in- | 
dicated by another speaker, John 
Gammell, director of graduate 
training, Allis-Chalmers Mfg. Co., 
Milwaukee. 

“If we keep on producing more 


and more,” he said, “we may, to 
exaggerate a little, have to close 
down the plant a month or two 
every year and all go out and 
maintain what we build. 

“We've gone on, merrily produc- 
ing, until our houses are filled with 
complicated gadgets that we have 
trouble keeping in repair. Have 
you tried to get a television repair 
man in a hurry lately? Or some- 
one to fix the wash machine, the 
air conditioner, the refrigerator, 
the oil burner, or any other of your 
household machines? 

“You know it isn’t easy, and 
what’s more he isn’t always com- 
petent when he does arrive. The 
same problems occur in getting 
competent men to fix machines 
around the plant.” 


= The basic trouble marketing 
men now face is that the technol- 
ogy of sales has not kept pace 
with the technology of production, 
Elwood P. Whitney, exec. v.p., 
Foote, Cone & Belding, New York, 
declared, opening the conference. 

“We need not worry about pro- 
ducing enough,” he said. “But we 
must worry about selling enough 
to keep the economic machinery 
running smoothly. We must suc- 
ceed in moving a mountain of 
goods and services from industry 
to the consumer. We must do it 
faster, cheaper, and in greater 
amounts than we have ever done 
it before.” 

Because American business is 
badly in need of new methods to 
increase sales, the marketing man 
who is truly creative can be “the 
new hero on the horizon of Amer- 
ican business,” Mr. Whitney add- 
ed. 


= Mr. Whitney listed “four car- 
dinal principles which must guide 
the marketing man in his new role 
as the good right hand of busi- 
ness”’: 

1. A marketing program must 
be coordinated. “No phase of mar- 
keting, whether it is advertising 
or research or package design, can 
exist in a vacuum or be expected 
to carry the sales load alone. Each 
fills its own function in the mar- 
keting program.” 

2. A marketing program must 


MAKE YOUR CHOICE 


Je Dear FST Cin 


16.9% 


An Iowa hardware wholesaler 
asked his Iowa dealers: “In 
what farm publication do you 


4.2% prefer to see advertising for 


1.4% 
be | Let us help 
Ts 


(4 


a 


merchandise you sell?” The 
chart shows the results. 


Other dealer preference sur- 
veys on request. 


you with a poll of your 


lowa dealers’ preference. 


No. 1 Medium in the No. 1 Farm Market in the Nation! 


WALLACES’ FARMER 
and IOWA HOMESTEAD 


DANTE M. PIERCE, PUBLISHER * DES MOINES, IOWA 
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Q: I see that “U.S.News & World Report” 
conducts a continuing study on how people 
rate magazines by “usefulness” and 
“confidence.” Why are these ratings important 
to me as an advertiser? 


A: Well, we think they are one more way 
of giving advertisers a measurement of the 
values which give meaning to coverage 
figures. It’s all very well to say that 

a magazine goes to so and so many potential 
customers, but it’s more important to know 
how the magazine is read, used, and 
regarded by those important prospects. 

It’s this “impact” that jumps column rules 


Amortas Class News 


NOW MORE THAN 725.000 NET PAID CIRCULATION ...A MARKET NOT DUPLICATED BY ANY 
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to make advertising better seen, better 
read, and better heeded. 


Q: So what happens in this research ? 


ie tele 
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A: It’s a continuing study of some 

163,000 key leaders in business, industry, 
government and the professions. It shows 

that of the six magazines in the field, 
“U.S.News & World Report” continues to get 
the majority of the “most useful” and “most 
confidence” votes. Do you have our report on 
this research, “The Preferred Reading of 

the People Who Spark America”? 
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Advertising Offices: 


= . N | 30 Rockefeller Plaza, New York 
to Vf UZ THE i . 20, N. Y. Other offices in 
- | Boston, Philadelphia, Cleveland, 


Detroit, Chicago, St. Louis, 


OTHER MAGAZINE IN THE FIELD iil San Francisco, Los Angeles, 
r, | and Washington. 
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be flexible. 
‘according to the book.’ Market- 
ing strategy must be adapted to 
individual sales problems. Last 
year’s successful program can be 
this year’s biggest flop.” 

3. A marketing program must 
be dynamic. “We can’t stand still. 
We must have new ideas, fresh 
thinking, and a constant search 
for newer and better techniques to 
help business do a better job.” 

4. A marketing program must 
be measurable. “We must be able 
to demonstrate its value with the 
pre-testing and post-testing tech- 
niques now available to us. And 
in those areas where no measuring 
techniques exist, they must be de- 
veloped.” 


® Peter Langhoff, v.p. and direc- 
tor of research, Young & Rubicam, 
New York, presented a diagram- 
matic method for judging copy- 
testing techniques. It consisted of 
indicating the finding as a line on 
a graph—with emotion and intel- 
lect as coordinates. The line rep- 
resents the stage between no sale 
and sale which the copy testing 
method succeeded in establishing. 
By lining up a stack of these 
graphs, each representing a con- 
sumer, a profile of copy testing re- 
sults in a market can be obtained, 
he said. 

Referring to an article on “The 
Product and the Brand” in the 
Harvard Business Review, Mr. 
Langhoff characterized it as one 
of a number of recent statements 
he regarded as reassuring and en- 
couraging. 


® “They follow on the heels of a 
good deal of flamboyant and ir- 
responsible ballyhoo about a sub- 
ject which has been labeled mo- 
tivation research,” he said. 

“While many of us have been 
disturbed by those who would 
make the black couch the final 
resting place of all advertising 
copy,” he conceded, “we may also 
owe them a debt for having made 
us think seriously in new dimen- 
sions and make a greater effort to 
infuse techniques from the behav- 
ioral sciences into copy research.” 


® Some advertising and sales ap- 
peals that are impressive to mar- 
ket research men and which seem 
to work out in urban markets 
aren’t so appealing in the rural 
market, W. R. Lund, manager of 
market research, Warren Petro- 
leum Corp., Tulsa, Okla., pointed 
out. 

As a result, he said, it may be 
important, in planning to enter 
this untapped market, to find out 
whether or not this difference 
might affect your sales. 

The rural market is big, he said, 
consisting in 1950 of approximate- 
ly 6.400900 families on farms and 
10.000 000 families in towns of 2,- 
500 or less—a good 36% of the 
total U. S. consumer market. 


s “ ‘Sensation transference’ is the 
reason why an attractive store 
draws customers, why a beautiful 
automobile is considered a good 
car, why an effective package sells 
a brand,” Louis Cheskin, director 
of Color Research Institute, told 
the conference. 

As examples of “transference” 
of optical sensation to taste sen- 
sation the Chicagoan cited two 
tests. In one, 86% of the women 
selected one of three coffees as the 
best in flavor, when actually the 
three were the same, and only the 
containers differed. In another 
test, 99% of a group of women 
claimed a pat of genuine white 
butter “tasted oily, like marga- 
rine,” and a pat of yellow marga- 
rine tasted “like butter.” 

“A typical consumer does not 
react to a design like a highly 
trained designer or artist. Rarely 
is the consumer aware that he or 
she is influenced by the color or 
design of a product or package. 
Actually, the average consumer 


“We cannot operate|does not know what influences 


him,” Mr. Cheskin said. 

A new brand of dog food will 
soon appear on -the market, he 
said. On the basis of Color Re- 
search Institute optical measure- 
ments and psychological tests, he 
predicted it will be a great success. 


® Marketing men will find an in- 
creasing challenge in the coming 
years and a harder job of selling 
merchandise and services, accord- 
ing to Arthur M. Weimer, dean of 
the school of business at Indiana 
University. 

By 1960, he declared, America’s 
gross national product may total 
as much as $450 billion. Moving 
toward 1970, he said, most people 
should have a great many of the 
things they want; there will be 
more leisure time and more autos 
per family. And household appli- 
ances now considered semi-luxu- 


ries will be standard equipment. 

How research costs are divided 
between advertising agency and 
client was outlined by Steuart H. 
Britt, v.p. and director of research, 
Needham, Louis & Brorby, Chica- 
go. 

He listed the rules, which the 
agency has publicized to its clients 
so that they will understand the 
NL&B billing practices: 

Research paid for by the agency: 

1. Consumer and trade investi- 
gations which the agency initiates 
in order to put the agency on a 
sound basis for advising the ad- 
vertiser with respect to his ad- 
vertising plans. Such investiga- 
tions may become the basis for 
recommendations to the advertiser 
for further researth. 

2. Research finding, including 
copy testing, developed to obtain 
background information for the 
development of advertising. 


3. Interpretation of sales records 
and of consumer and retail panel 
findings subscribed to or available 
to the advertiser or the agency. 

4. Interpretations of already 
available and relevant research 
studies. 

5. Professional counsel and rec- 
ommendations by the members of 
the agency’s research department. 

6. Analysis and reporting of data 
from a number of research serv- 
ices. The current list, subject to 
modification, includes: Daniel 
Starch & Staff (magazine reader- 
ship), American Research Bureau 
(television), A. C. Nielsen Co. 
(television), C. E. Hooper Inc. 
(radio), Rorabaugh (radio and 
television), Publishers Informa- 
tion Bureau, Brad Vern’s Reports, 
Media Records and Farm Reports. 


® Research paid for by the adver- 
tiser: 


Advertising Age, June 27, 1955 


For other research work author- 
ized by the advertiser and accept- 
ed by the agency, the cost will be 
determined and agreed upon in ad- 
vance. This amount is the sum of 
outside costs, 15% agency commis- 
sion on the work of any supplier 
and inside costs. The following 
types of research come under this 
category: 

1. Market analysis; studies re- 
lating to the opinions and attitudes 
of consumers and dealers; and oth- 
er trade studies. This includes 
“pilot” studies and other prelimi- 
nary investigations. 

2. Analysis of sales potentials, or 
the establishment of sales quotas. 

3. Special copy testing, or re- 
search on printed media and 
broadcasting problems, undertaken 
by the agency at the request of the 
advertiser. 

4. Split-run tests of advertising. 

5. Research on premiums, con- 


left to right: Emmett C. McGaughey — Executive Vice President, West Coast, Erwin, Wasey & Co., Ltd. Paul H. Willis — Assistant Vice President, 
Carnation Company. Norman Best —Vice President, Erwin, Wasey & Co., Ltd. Glenn Bohannan — Radio-TV Media Director, Erwin, 
Wasey & Co., Ltd. ©. A. Gumpert — Advertising Manager, Milk Products Division, Carnation Co. Walter Davison — Western Division 


Sales Manager, Television, NBC Spot Sales. 


Candid photo by Elliott Erwitt. Taken at the 
Carnation Home Service Department Test Kitchen, Los Angeles. 
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tests, and deals, requested by the 
advertiser. 

6. Studies or analysis of the ad- 
vertiser’s products; or of other 
matters not specifically related to 
the planning and preparation of 
his advertising. 


= In a panel on motivation re- 
search, Albert Shepard, of the In- 
stitute for Research in Mass Moti- 
vations, recounted the history of 
an unsuccessful attempt to market 
a Lady Wildroot shampoo. Though 
approved by a control group samp- 
ling an unlabeled bottle, the sham- 
poo—when labeled—revealed an 
aversion, said Mr. Shepard, to the 
image of “a triumphant male 
Charlie intruding on the privacy of 
women’s shampoos.” 


® Burleigh Gardner, executive di- 
rector, Social Research Inc., 
stressed the importance of expert 


evaluation of motivation data. He| ® Charles Y. Glock, executive di-|ited to a specific phase of mar- 


compared the need for specialized | 


knowledge in the field to that of | 
a medical specialist who is called 
in to diagnose an ailment on the 
basis of the same set of symptoms 
which have baffled the old family 
doctor. 


® Referring to current all-perva- 
sive interest in motivation research 
as a fad, Steuart Britt urged an 
approach to the subject placing 
it in balance with marketing re- 
search as a whole and refraining 
from claiming too much for this 
approach. 

“The thing has reached such ab- 
surd proportions,” he said, “that 
at least one organization has now 
given the title of ‘director of mo- 
tivation research’ to one of its em- 
ployes just so that this company 
can now face the world and claim 


to do the latest in market magic.” 


rector of the bureau 


‘{ applied| keting. The company having a 


social research, Colum!ia Univer- project may also have research 
sity, questioned the usefulness of talent of its own and may need 
having one motivation study) outside help only on one or more 
“checked” by a similiar study by| component parts of the project.” 


a second research organization. He 
said that since all motivation re- 


® Dr. Ira D. Anderson, associate 


search rests on the same basic psy-| dean of the Northwestern Univer- 
chological theory, findings should sity school of commerce, succeeded 


be checked in other ways. 
® The problem of selecting a re-| 
searcher involves researching the 
researcher after the company. 
seeking aid has decided what help. 
it wants, Carl H. Henrikson Jr.,| 
v.p. and general manager, Crossley | 
S-D Surveys, New York, told the! 
marketers. He said: 

“Tf a company wants a compre- 
hensive study, it may desire to hire 
an organization that can serve to. 
some degree aS management con-| 
sultants. Or the study may be lim-| 


Thomas G. MacGowan, manager of 


the marketing department, Fire- 
stone Tire & Rubber Co., Akron, 
as AMA president. 

Others taking office included: 

Three v.p.s: Charles W. Smith, 
McKinsey & Co., New York; Dr. 
David E. Faville, Stanford Univer- 
sity graduate school, Palo Alto, 
Cal.; Dr. Howard Stier, National 
Canners Assn., Washington, D. C. 
The new secretary is Hugh G. 
Wales, University of Illinois, and 
the treasurer, LeRoy F. Church, 
Emery Industries, Cincinnati, O. 


San Francisco 


Atlanta* Dallas* 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y. 

Chicago Detroit Cleveland Washington 
Los Angeles 

*Bomar Lowrance Associates 


on Spot as 
advertising 


specific markets. 


nighttime Radio 


demonstrate uses 


ket selection . . 


for you, too! 


KNBC San Francisco 
KSD S:. Louis 


WTAM Cleveland 


Spot is used as a local selling tool in 


ditions in each market, Carnation buys: 


20-SECOND STATION BREAKS: to reach 


in their individual markets. 


Complete flexibility of timing and mar- 


WRC Washington, D.C. 


the Carnation Company 
and its agency, 
Erwin, Wasey, are Sold 


a basic 
medium! 


Carnation, one of America’s top-ranking 
food companies, makes Spot Radio and 
Spot Television a prominent part of its 
master advertising plan. 


Guided by sales con- 


and TV audiences at 


relatively low cost and, in Television, to 


of the product visually. 


MINUTE PARTICIPATIONS: to benefit from 
the selling personalities and reputations 
of local Radio and Television talent with- 


. low costs with high 


sales return . . . are Spot’s basic advan- 
tages for Carnation, Spot can sell hard 


Ask your agency or an NBC Spot Sales 
representative. More and more advertis- 
ers are Sold on Spot because more cus- 
tomers are Sold on Spot... and some 
Spots are better than others. 


representing RADIO STATIONS: 


WAVE Louisville 
KGU Honolulu 

WRCA New York 
WMAQ Chicago 


and the NBC Western Radio Network 


representing TELEVISION STATIONS: 


WHBK Cleveland 
MPTY Portland, Ore. 


Charlotte* WAVE-TYV Louisville 


WRC-TV WF ashington, D.C. 


WRGB Schenectady-Albany-Troy KSO-TV St. Louis 


KONA-TV Honolulu 
WRCA-TV New York 
WNBOQ Chicago 
KRCA Los Angeles 
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(octeung 
INDIVIDUAL 
ATTENTION 


You'll be pleased and 


personal service and 
cooperation you will 


Whether you use one 


service or all six, you 


years experience and 
the individual attention 
to quality and service 


May we tell you more? Bs 


a sales representative 


PONTIAC 
ng t- 


812 WEST VAN BUREN 
CHICAGO 7, ILLINOIS 


call HAymarket 1-1000 


23 


satisfied with the 


get at Pontiac. 


will receive the 
benefits of our 40 


that has been the 
cause of our 
continued growth. 


+e 
° A "te 
Write or phone and Ox 
xx 

Ox" 
HS 


will call at your 


convenience. 


UNIFIED 
SERVICES 


COLOR PROCESS 
ENGRAVINGS 
ART WORK 
PHOTOGRAPHY 
TYPOGRAPHY 


ELECTROTYPING 
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How to 
reach more 
amilies in 
ALLENTOWN 
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This is the picture of Parade coverage* with the 


ALLENTOWN 


SUNDAY CALL-CHRONICLE 


( Represented Nationally by Story, Brooks & Finley, Inc. ) 


and it is much the same in all Parade cities 
of origin 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 Markets 


*Corpérate Limits 


parade parade parade parade parade parade parade 
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'55-'56 Ad Budget 


CAREFUL DRIVER—Robert Mattox, advertising manager, Liberty Mutual 

Insurance Co., is shown demonstrating a new safety belt designed as 

part of an auto crash research program sponsored by the company. 
The belt is made by Hickok Mfg. Co. 


| be added to the Daily News, Mir- 
‘ror, and Times, currently used. 
Transportation advertising will be 
shifted from the surface lines to 
Reaches $1,300,000 the subways. Additional outdoor 
panels will be used in Florida and 
New York, June 21—Rums of! California, he said, and a new 
Puerto Rico has increased its ad- | series of ads will appear in The 
vertising budget to $1,300,000 for | New Yorker. 
fiscal 1955-56 and will increase Ogilvy, Benson & Mather is the 
its use of newspaper, outdoor, | agency. 
transportation and business paper | 


space. McKnight, Naegele Buy 
Outdoor advertising will be used Hinkson Advertising Co. 

in 13 markets, 31 newspapers will} W. L. McKnight, chairman of 

be used in 24 cities, transportation Minnesota Mining & Mfg. Co., and 

ads will be run in 23 cities and|R. O. Naegele, chairman of Nae- 

about a dozen business papers gele Advertising Co., Minneapolis- 

will be used to promote Puerto St. Paul, have purchased Hinkson 


Puerto Rico Rums’ 


Rican rums. 

G. Allen Reeder, director of 
Rums of Puerto Rico, in announc- 
ing the increased ad budget last 
week, said it had been authorized 
by the legislature of the common- 
wealth, and represents a 30% an- 
nual increase, the first since the 
inauguration of the Puerto Rican 
rum advertising program in 1949. 

When the program was started, 
shipments of Puerto Rican rum 
into the U. S. totaled 408,396 cases. 
The estimate for fiscal °54-’55, 
which ends June 30, is 700,000 
cases. 


| Advertising Co., Madison, Wis. The 
Madison outdoor advertising com- 
pany will be operated as a division 
of Cream City Outdoor Advertising 
Co., Milwaukee, which both men 
purchased last year (AA, July 5, 
/1954), and its name will be 
changed to Naegele Advertising 
Co. of Madison. 

Charles B. Burkhart, president 
of Cream City, will supervise the 
new division, and James C. Root, 
previously associated with the 
Naegele and Cream City com- 
/panies, will be plant manager. Ex- 
/pansion plans announced for the 


'Madison company include intro- 
‘duction of 3-D rotating bulletins 
= Newspaper schedules, Mr. Reed- and a move to new quarters at 


er said, will be sharply increased 2601 E. Washington Ave. about 


in all markets where advertising Sept. 1. 

was done in the past year. In 

to the list: Jacksonville; Tampa;| philip Walter, president of Tri- 

St. Louis; San Francisco; Oakland; | chromatic Engraving Co., New 

Portland, Ore.; Seattle and Minne-| York, will retire June 30 after 57 

apolis. years in the photoengraving busi- 
In New York, starting July 1, ness. Irving L. Thoren, treasurer, 

the World-Telegram & Sun will} becomes president. 


— 
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COVERS THE BIG 


ea 
“ah 


Edited in Spanish by native Latin Americans, 
it gives the most complete coverage of the 
giant soft drink and 900-million gallon alco- 
holic beverage industry of Latin America. Read 
by 8,000 top executives and technical men. 
BEBIDAS ANNUAL HANDBOOK AND BUYING DIREC- 
TORY Distribution to 8,000 in 1955...only 
Spanish Language operation handbook and 
buying guide in the industry...avidly read... 
proved sales run to millions. Rates are low. 
BEVERAGES—in English, read by more than 
4,600 executives in Europe, Australasia, Africa, 
Free Asia... profitable results. 


Write for complete market facts! 


THE CANTERBURY PRESS 200! Calumet, Chicago 16, Ill 


maher Down Beat—Country and Western Jamboree—Record Whirl—Up 

2) : ‘ Beat—Music—Beverages—Radio y Articulos Electricos—Bebidas— 
publication Lo Farmacia Moderna—loa Tienda—Elaboraciones y Envases— 
publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidas Annvol Directory 
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avdly new idea 


id point of purchase 


Charmfit display shown 
here measures 8%x10%”’ 
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EASY TO SET UP 

LOW SHIPPING COSTS 

“ 3.D EFFECT AT LOW COST 

CAN BE ANY SIZE, ANY COLORS 


STANDARD 
PRINTING CO. 


201-209 NORTH THIRD STREET 
| HANNIBAL, MISSOURI 


ee 
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Exclusive, Licensed Producers of Cardarama Displays. 


displays 


BACK 
overall. Your display VIEW 
can be any size up to ACTUAL 3-D EFFECT—Your product is projected out front . . . giving 
36x48". a true 3-dimensional display . . . merely by locking the easel. 


EARNS HARD-TO-GET DISPLAY SPACE—An interesting, eye-catch- 
ing Cardarama display will appeal to your dealers. Your product 
will get its share of prized retail display space, because even a 
small Cardarama “pays its own way” better than larger—but less— 
GLARE-PROOF compelling—displays. VERSATILE—Your ad, product, package, 
trade-mark, etc., will be projected to attract the attention of pass- 
ing traffic. ANIMATION — such as, flasher light, battery kicker 


NON-WARPING : unit, etc., is easily adapted to Cardarama. Cardarama was en- 


thusiastically received at the recent P.O.P.A.1. show in Chicago. 


ae, eae 


Be first in your field to get display 
space in retail outlets with Cardarama! 
Use the-coupon . . . or call us. 


Want to SELL Cardarama? Several de- 
sirable territories are still available. 
Write on your business letterhead for 
prices and full information, 


STANDARD PRINTING CO. 
201-209 NORTH THIRD STREET, HANNIBAL, MISSOURI 


[] Please send me a free sample of Cardarama display and full informa- 
tion including prices. 


[_] Please show me how enclosed display can be adapted to Cardarama. 
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NAME POSITION ___- 
FIRM . ---- . — ma © 
ADDRESS ----- — “a 
CcITY_. . ZONE STATE__ 
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K—\ / bel 4, are 
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Vu Se. ae sportsmen. 


58% fish. 
41% hunt. 
7% skeet or trap shoot. 


33% play golf. 


Elks are a buying market. As owners, executives 
and professional men, they have the time and 
means to enjoy the best. You can reach this 
rich market in The Elks Magazine. 


ee are lean merece the year ‘round. 


ae 


Get the whole picture about 1,065,630 
Elks. See the new Ross Federal 
Report packed with facts about 

Elks and their magazine. 


MAGAZINE 


New York « Detroit « Chicago + Los Angeles 


THE 


and that’s how we do your job! 


TINKER-TO-EVERS-TO-CHANCE . . . 

this unequalled Baseball Hall of Fame trio 

was a once-in-a-lifetime combination. 

But, in advertising production, a 1-2-3 service 
AD-SETTING, ENGRAVING and PRINTING 

is provided by Faithorn every day of the week, 
all under one roof. Your printing job will 

be handled efficiently ... speedily. One contact, 
one responsibility, one location, one price. 
Faithorn, serving the entire Midwest, 
specializes in color work and process color 
plates. Write or call us on your next 


graphic arts job. WHitehall 4-2300 


a t h 0 rn CORPORATION 


AD-SETTING 
. Dearborn St., Chicago 10, Illineis | ENGRAVING 


PRINTING 


‘Schneider in the Midwest. Anoth- | 


Mr. Consumer Wants 
Bigger Car, Ford 
Economist Says 


CuIcaco, June 21—Mr. Consum- 
er will be adding a second car for 
the family and will be buying big- 
ger, higher-priced cars next year, 
estimates Theodore A. Anderson, 
manager of the economics studies 
department, Ford division, Ford 
Motor Co., Dearborn. 

Mr. Anderson said that the sec- 
ond-car sales will help solve the 
old-car problem faced by the in- 
dustry. He estimated that there 
will be no increase in auto sales, 
but that sales will move into the 
higher price brackets. About 44% % 
of the consumer dollar will go into 
cars next year, he said. 

Speaking to the Chicago chapter 
of the American Statistical Assn. 
on “The Business Outlook, 1955- 
56,” he estimated that the gross 
national pr... »ct for the first half 
of 1956 will be about $10 billion 
higher than in the same period 
this year. 

Now at about $375 billion, GNP 
will rise to about $385 billion (sea- 
sonally adjusted) next year, he 
added. 


® On the housing market, Mr. 
Anderson estimated that about 
1,400,000 new homes will be need- 
ed annually for the next five years. 
As much as 6% of disposable per- 
sonal income will go toward hous- 
ing, he said. 

He also estimated that construc- 
tion will stay at a record high lev- 
el, due to easy mortgage money 
and long term population growth. 

Mr. Anderson listed three fac- 
tors which will contribute to a 
favorable outlook for the first half 
of 1956. 

1. Wage and salary rates will 
go up about 3%. Increases will 
result, he said, from rising pro- 
ductivity plus pressure from labor 
unions. 

2. Capital outlays will rise about 
$4 billion. Plant and equipment 
expenditures and state and local 
government spending for roads 
and schools will show significant 
gains. 

3. Taxes and interest rates will 
go down. Excise and income taxes 
will be reduced and the govern- 
ment will make lower interest 
rates possible. 


® On the unfavorable side, Mr. 
Anderson predicts: 


1. Less money in circulation. The | 
increase in consumer loans in 1955 


will result in a rise in the level of 
debt repayments without an off- 
setting rise in new instalment 
loans. 

2. Car purchases will remain 


‘|\stable but will show no gain. 


3. Inventory investment may 
drop. Business inventories, which 
cause fluctuations in business, may 
rise rapidly in the remainder of 
1955, with more stability in 56. 


CBS-TV Spot Sales 
Makes Staff Changes 
John A. Schneider, 


Television Spot Sales, New York, 
has been named eastern sales 
manager. Tom W. Judge, a New 
York salesman, will replace Mr. 
er member of the sales staff, Rich- 
ard R. Loftus, shifts to Detroit | 
as sales manager. 

Meanwhile, Tony Mote, former 
sales manager of the Detroit of- 
fice, and Jack L. Mohler, previous-| 
ly director of sales development 
for the rep, were named account. 
executives on the New York staff. | 


Flako Tests Two Mixes | 


Flako Products Corp., New 
Brunswick, N. J., is currently 
testing two new products, a ready- | 
prepared cream puff mix and a 
packaged cheese cake mix, in 
selected cities. Roy S. Durstine 
Inc., New York, is the agency. 


formerly 
midwestern sales manager of CBS | 


Advertising Age, June 27, 1955 


Getting Personal 


“Turn on the Green Lights in Your Life” (Prentice-Hall, $3.95) 
is a brand new one in the positive-thinking list written—not by a 
clergyman, but an adman. The author is Robert E. Moore, merchan- 
dising director of C. Wendel Muench & Co., Chicago, with the coun- 
sel of Maxwell I. Schultz, New York management consultant. Mr. 
Moore’s two earlier books are “The Human Side of Selling” and 
“Man Alive,” both published by Harper... 


Two prominent Chicago ad executives returned to Senn High 
School recently to attend a reunion of their old division room. They 
are Milt Schwartz, v.p. of Foote, Cone & Belding, and Ken Laird, 
president of Tatham-Laird. Both Mr. Schwartz and Mr. Laird were 
graduated from Senn in 1921... 


Charles Crutchfield, exec v.p. and general manager of Jefferson 
Broadcasting Co. (WBT-Radio and WBTV-TV in Charlotte and 
WBTW-TYV in Florence, S. C.), was master of ceremonies at the 
North & South Carolina Law Enforcement Officers Assn. convention 
keynote banquet in Charlotte... 


William McKenna, plans board chairman of Scheideler, Beck & 
Werner, New York, received the Rutgers U. award medal for 25 
years’ service in alumni and university development... 


aR Om ges 


CAT C¥ 
BAHAM! 


CATCH AT CAT CAY—Sumner Collins, promotion manager of the New 
York Journal-American, poses with the 96-lb white marlin he 
landed during a spring vacation in the Bahamas. 


Allen Hollander of Allen Hollander Inc., label manufacturer, New 
York, has given free stickers to the New York City PAL campaign. 
The labels say, “I gave to the Police Athletic League.” .. 

R. P. Schoonheim in Rotterdam has christened his new 11,000-ton 
transatlantic freighter Atje Ray, for his three-year-old American 
granddaughter. Atje Ray’s father is radio-tv producer Hardy Burt... 

Fred Schwemmer, Ruthrauff & Ryan v.p., has hanging in his New 
York office his pharmaceutical license from the Ohio State Board 
of Pharmacy. The agency, which has some drug accounts, also has 
account exec Ed Cauley, who spent a number of years in drug re- 
tailing before joining R&R... 

A. Edwin Fein, managing director of Research Co. of America, 
New York, is recovering from an acute attack of appendicitis... 


Honorary Doctor of Laws degrees were awarded by Syracuse U. 
June 6 to eight men, including Samuel I. Newhouse, publisher- 
owner of 11 newspapers, Edward J. Noble, president of Life Savers 
Corp. and finance committee chairman of American Broadcasting- 
Paramount Theaters, and Keith McHugh, president of New York 
Telephone Co... 


Leroy Thompson and his wife are back home after a six-week 
vacation tour of Europe by auto. He is Philadelphia manager of 
direct mail advertising for Sears, Roebuck and new president of 
the Philadelphia Direct Mail Club... 

The presidents of two Milwaukee breweries have been elected 
to the board of directors of the Milwaukee County Red Cross 
chapter. They are Frank Verbest, president of Blatz Brewing Co., 
and Norman R. Klug, president of the Miller Brewing Co... . 

Stetson University, DeLand, Fla., awarded David H. Harshaw, 
president of John B. Stetson Co., Philadelphia, a doctor of com- 
mercial science degree after he delivered the commencement 
address on June 6. Stetson U. is named after John B. Stetson, the 
master hatter ... An honorary doctor of laws degree went to 
James C. Hanrahan, v. p. of Scripps-Howard Radio and tv director 
of Station WEWS, at the June 10 commencement exercises of 
Western Reserve University, Cleveland .. . 

John W. Roach, p. r. director of Calvert Distillers Co., was 
named a Kentucky colonel at New York and cited for pioneer 
spirit of accomplishment and adventure. Guy Shearer, chairman 
of the Kentucky Department of Alcohol Beverage Control, made 
the presentation in New York. Mr. Roach was formerly chief of 
the state of Wisconsin division of beverage and cigaret taxation... 

Clair R. McCollough, president of WGAL, Lancaster, Pa., received 
an honorary degree of doctor of commercial science from Franklin 
& Marshall College for 25 years of radie and tv achievements and 
his contributions to Pennsylvania charitable and civic affairs ... 
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than any other newspaper 


This Philadelphia businessman is reading the financial section of his 
favorite newspaper—The Evening and Sunday Bulletin. 


To all the contents of a great metropolitan newspaper, The Bulletin adds 
some 40,000 local news stories each year. This detailed concern with local 
news helps explain why The Bulletin, in Greater Philadelphia*, delivers 
more copies to more people every seven days than any other newspaper. 


The Bulletin is Philadelphia. 


*14-County A.B.C. City and Retail Trading Zone 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 
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Old-Fashioned ‘Personal’ Selling 
Cuts Down Sales, Lithographers Told 


LAKE Piacip, N. Y., June 21— 
The Diamond Jim Brady type 
salesman of the Roaring ’20s is 
still operating uncontrolled in the 
lithographic industry, the 50th 
Lithographers National Assn. con- 
vention was told. 

Because this star salesman type 
uses the personal selling approach, 
lithographic industry profits have 
not kept pace with other industry 
profit percentages, the association 
was told yesterday by Morris M. 
Perris, senior partner, Stevenson, 
Jordan & Harrison, New York 
business engineering service. 

He suggested lithographers fore- 
go this system and turn to what he 
called “the impersonal selling ap- 
proach,” in which sales manage- 
ment provides systematic direction 
and careful supervision. 

“These are at times non-existent 
in an industry that relies on the 
personal selling approach,” he said. 


@ Mr. Perris’ suggestion, coming 
on the heels of a preceding survey 
of 1954 profits among 170 members 
of LNA and The National Assn. of 
Photo-Lithographers, caused a stir 
among conventioneers here. 

Earlier, the LNA had been told 
that, for the 170 companies in- 
cluded in the survey, average prof- 
it both before and after taxes was 
less favorable than for 191 compa- 
nies surveyed last year. 

W. Floyd Maxwell, LNA execu- 
tive director, had said, “It [the 
survey] also discloses that 1954 
profit margins showed a further 
sagging tendency. For four years 
—1951, 1952, 1953, and 1954—prof- 
its in the lithographic industry 
have averaged under 3.5%, despite 
a year-to-year increasing sales 
volume. 


= “There is serious question 
whether a net profit margin so low 
as this, if long continued, can pos- 
sibly provide the new funds which 
will be required for working cap- 
ital and for rehabilitation of plant 
equipment and for normal expan- 
sion,” he said. 

Mr. Perris said, “I think it a fair 
guess to say that in 1920 the ratio 
of concerns using the personal sell- 
ing approach compared to the oth- 
ers was about 25 to 1. Today the 
figures are just turned around.” 

He added, “It is a rarity when an 
industry permits its salesmen the 
personal freedom that I have out- 
lined here today under the person- 
al selling approach.” 

Under personal selling, he said, 
the salesman is supreme. He in- 
fluences, if he does not set, his own 
prices; has more accounts than he 
can handle; makes many more 
calls on his friends than he needs 
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to, accepts orders which his com- 
pany should turn down. 


= “The company whose salesmen 
are in complete control of their 
own activities has no sound or con- 
tinuing sales policy,” he said. 
Under impersonal selling, he ex- 
plained, the customer buys because 
of the company’s reputation rather 
than because he likes a particular 
salesman; management directs and 
controls its sales activities, inte- 
grating them with all other phases 
of business; customers are appor- 


tioned to salesmen according to the 
potential of the market; the com- 
pany sets specific goals for each 
salesman and measures perform- 
ance against these goals because 
the market has been accurately 
appraised by sales management. 

“You have to pursue a policy of 
selective selling, not go after every 
possible customer,” he said. “There 
are good prospects who are honest 
and fair, yet you should not always 
do business with them. If the vol- 
ume is large, profit margins may 
be too close for comfort with your 
limited capital. If the volume is 
small, it can tie up your equipment 
and keep you from securing a de- 
sirable order.” 


® Mr. Perris added, “All business 


men recognize this principle when 

| the case is an exaggerated one. 
They do not recognize it on bor- 
derline cases, which are far too 
numerous.” 

The speaker said it was his ex- 
perience in the industry and after 
extensive discussions with mem- 
bers and buyers that the industry 
leans strongly to the personal type 
of selling. 

He cited three cases, making 
composites of them to avoid iden- 
tification: 

1. The small company with the 
owner as the star salesman. 

“This gentleman is unquestion- 
ably one of the top lithographic 
salesmen in this country, but he 
lost one of his big accounts and this 


frightened him. He proceeded to 
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hire additional salesmen. But this 
was a failure. He tried one group 
of salesmen after another with the 
same unsatisfactory results. The 
owner was so wrapped up in his 
own accounts that he just never 
gave the salesmen any training or 
any direction. 


= “These new salesmen simply 
floundered around. They called on 
a lot of accounts that were not de- 
sirable for this particular company. 
They brought in endless requests 
for quotations, but the company 
never received the business be- 
cause these quotations were for 
types of work the company could 
not produce efficiently. Their 
prices were never right. And the 
few times these new salesmen 


Champion paper is 
inspected sheet by sheet 
to insure uniform quality 


Every working day these busy girls sort pounds and pounds 
of printing paper. Every single sheet in the neat, compact 
stacks you see pictured here is turned by hand while the 
quick-eyed sorters scan both sides of the coated paper for 
defects. The inspection and counting operation is one of the 
many procedures carried on daily to insure exceptional serv- 
ice and finest quality products to all Champion customers. 
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brought in an order the company 
inevitably lost money.” 

2. The next is from a medium- 
size lithographer covering a sec- 
tion of the country with eight 
salesmen. 

“Of these eight, three sold some 
85% of the business. Of the 85%, 
one senior salesman sold 49%. 
None of the star salesmen were 
under 55 years old. This company 
became alarmed. The possible loss 
of any one of them could cripple 
the business. So they hired addi- 
tional men. 


® “Each star salesman was as- 
signed three younger men to look 
after. The juniors simply accompa- 
nied these senior salesmen and 
proceeded to learn selling by ex- 


ample. After a period, altogether 
too short, they were given accounts 
of their own. But nothing was 
done by the inside organization to 
service these junior salesmen. The 
older men continued to monopo- 
lize all creative thinking of the art 
staff. The plant organization was 
accustomed to taking their orders 
directly from these top salesmen. 
When a young man brought in a 
job it was sidetracked for one of 
the customers of the older sales- 
men. As a result, the company 
made inadequate profits because 
the business was centered too 
much in the accounts of the three 
top salesmen. The six younger 
salesmen were nothing more than 
sales expense. They proceeded to 
lose money for the company faster 


than the experienc salesmen 
could make it.” 
® 3. The third, a n°: »nal litho- 
grapher with two nehes in 
geographical sections he coun- 
try remote from the © plant. 

“In one office th was the 
branch manager Ww! ersonally 
controlled a large vO: 1 of high- 
ly profitable busines ne other 
mature salesman ass cd to this 
branch controlled a .<°:c volume 
of creative business, »hich was 
also highly profitable 

“There were norm:::) three to 
six salesmen in one ‘fice. Their 
average tenure in th- office was 
seven months. After . period of 


time they would give |». When the 
branch sales manag:: was con- 


sulted about this he stated frankly 
that ‘he did not have any time for 
direction.’ He was honest and sin- 
cere about it. As he put it, ‘I am 
paid on commission and I cannot 
afford to turn over an important 
account to a young man. Suppose 
he loses it?’ As a salesman he was 
perfectly right. As a man respon- 
sible for developing a branch he 
was all wrong. 


= “He really had no desire to di- 
rect younger men. He put it in a 
nutshell when he said, ‘I had to dig 
up these accounts some 20 years 
ago and take them away from 
someone else by hard work. Why 
can’t these young men do the same 
thing?’ They probably could. This 


particular branch manager was 58 


A section of the sorting line at Champion's Ohio Division. 
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| years old and the chances were 
that the company could not wait 
20 years for a young man to devel- 
op his accounts in the slow unsys- 
tematic manner in which the 
branch manager was expecting 
him to do it.” 

Mr. Perris concluded, “It is 
rarely possible to mix personal 
selling with impersonal selling. 
You have to take one or the other. 
The two rarely mix. You have to 
have sales managers who manage 
and do not sell. Their main objec- 
tive should be to plan and direct, 
not to sell as individuals. 

“I suppose by this time you feel 
that I have recommended a revo- 
lution in the lithographic industry. 
I have not. I recognize it takes 
years to change from one type of 
selling approach to another. But I 
am not unmindful that other con- 
cerns have done this in the past. I 
have come here today with what 
might seem to some of you a rad- 
ical and impractical idea for the 
solution of some of your sales 
problems. Perhaps that is so. I do 
know, however, that some of you 
are pursuing the impersonal sell- 
ing approach, but most of you are 
using the personal type.” 


Jack Delehanty and 
Sam Frankel Form 
New N.Y. Ad Agency 


New York, June 21—A new 
advertising agency, Delehanty & 
Frankel Inc., has been formed 
here, with offices at 505 Fifth 
Ave. 

The principals are Jack Dele~ 
hanty, formerly v.p. of Allsert- 
Frank-Guenther Law pay and 


ees 
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Jack Dedeanty 


Samu Frankel, formerly on thé 
executive staff of Dawahue & Coe. 
Mr. Delehanty worked for a 


Samuel Frankel 


finance division of the Treasury 
Department. Mr. Frankel was pre- 


Hirshon-Giarfield and v,p. of Law~ 
rence Boles ticks Inc. : 
The .agemey reports that ‘it ‘is 


announce :the .wameg of its clients. 


Court Approves’ Muntz 
Reorganization ‘Plan 
A plan for ,reorganizing 


has been approved by Federal 
Judge Win G. Knoch. The court 


j has set Oct. 18 as date by which 
| stockholders and creditors must 


approve the plan presented by the 
Securities and Exchange Commis- 


| sion. 


The proposal calls for issuance 
of preferred stock to creditors for 
up to 25% of claims. These totaled 
$13,000,000 when the involuntary 
| bankruptcy suit was filed. The 
company has since cut its debt to 
$5,655,000, and the remaining 75% 
of the claims will be secured with 
notes payable over eight yéars. 
Muntz has been producing tv re- 
ceivers while awaiting a decision 
on the reorganization. 


Moloney Names Two V.P.s 
James D. McLean and M. L. 
LeBlanc, both formerly assistant 
sales managers in the New York 
office of Moloney, Regan & 
Schmitt, newspaper representa- 
‘tive, have been appointed v.p.s. 


n'4mber of years in Wasbington as | 
davertising director .af ithe war } 


viously am account executive with ; 


’ 
' 


already servicigg several national © 
:ecounts, but is mot ready yet to. 


the 
bankrupt Muntz TV Inc., Chicago, 
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$500,000 Equity in | 
“Washington Post’ | 
Goes to Employes 


WASHINGTON, June 23—Eugene | 
Meyer, chairman of the board of | 
the Washington Post & Times Her- 
ald, celebrated the 22nd anniver- 
sary of his purchase of the Post by 
announcing that almost $500,000 
worth of stock in the company will 
be given to 711 employes and cir- 
culation contractors. 

Stock in the amounts of four to 
20 shares went to all employes 
and circulation contractors who 
have been with the company five 
or more years, Among those shar- 
ing in the gift were 65 employes 
of WTOP, Washington, and WMBR, 
Jacksonville, radio and tv proper- 
ties owned by the newspaper. Stock 
was apportioned in terms of length 
of service and level of responsibil- 
ity. The company retains repur- 
chase rights for 20 years. Each 
share is currently valued at about 
$60. 


® Previously Mr. and Mrs. Meyer 
had turned over the voting stock in 
the company to Mr. and Mrs. Philip 
Graham. Mr. Graham is publisher. 
At the same time a committee of 
five citizens was appointed to su- 
pervise any future changes in the 
control of the newspaper. 

In 1952, certain executives were 
given an opportunity to buy shares 
of non-voting stock under a stock 
option plan. In divesting himself 
of most of the remainder of the 
non-voting stock, Mr. Meyer told 
company employes, “Some people 
remember their old associates in 
their wills. But Mrs. Meyer and I 
think this is a rather melancholy 
approach to things. So we have 
worked out a plan to recognize you 
today.” 

The announcement came as a 
complete surprise to employes, 
who already are beneficiaries of a 
profit sharing plan organized in 
1953. Edward Folliard, Post report- 
er, who spoke for the recipients, 
quipped, “It is an unusual feeling 
to come downtown a wage earner 
and go home a capitalist. ...I used 
to get my haircuts on Mr. Meyer’s 
time. But now it’s nv time. I'll 
have to get them on m, days off.” 


Park & Tilford 
Will Streamline Its 
Sales Staff July 1 


New York, June 22—Park & Til- 
ford Distillers Corp. will stream- 
line its executive sales staff July 1 
“to provide closer and more effi- 
cient home office supervision of 
geographic and product divisions 
in the liquor department.” 

Stanley L. Brown, president, said 
the reorganization includes several 
promotions to strengthen the com- 
pany’s sales and to achieve maxi- 
mum efficiency in a broad new 
marketing program which the com- 
pany will launch in the next six 
months. 

The company is not ready to re- 
lease any details about its new 
marketing program. But it is un- 
derstood to include the introduc- 
tion of several new brands of 
liquor, new labels for established 
brands and a general broadening 
of its list of distributors. 


® Under the reorganization to take 
effect July 1, Harry P. Herrfeldt, 
v.p., will serve as chief sales ex- 
ecutive in Mr. Brown’s absence. 
He will also direct sales of all 
imported brands throughout the 
U.S., of all domestic and imported 
brands in the 17 monopoly states 
and of all brands in foreign coun- 


ers to assistant general sales man- 
agers in charge of sales in desig- 
nated territories. 


® Walter Niehoff, assistant general 
sales manager since October, 1953, 
will continue in that position. He 
will also be in charge of branch of- 
fices. 

John J. Mungan will continue 
as sales manager for monopoly 
states under Mr. Herrfeldt. 

Lester Schweit will be promoted 


to administrative assistant to the 
president and coordinator of liquor 
and wine sales. 

All of the executives named will 
make their headquarters in New 
York except Mr. Dreazen, who will 
establish headquarters in Houston. 

Park & Tilford was bought by 
Schenley Industries at the be- 
ginning of the year (AA, Jan. 10). 
Arthur D. Schulte, president, re- 
tired several weeks ago, and was 
succeeded by Mr. Brown. 


Brett Retires from Sales 


George W. Brett, v.p. and direc- 


Advertising Age, June 27, 1955 — 


jsenior copywriter 
Johnson & Co. 


with Locke, 
and Cockfield, 


tor of Katz Agency, New York, ra- Brown & Co., has been appointed 


dio and tv station representative, 
will retire from responsibility for 
sales activities July 1. He will re- 
|main with Katz at least until Dec. 
| 31 and will complete his term as a 
| board member of TvB. 


Claas Agency Appoints 
D. Malcolm Young, formerly a 


|copy chief of Paul-Phelan Adver- 
tising, Toronto. 


Gallo Wine to Fisher 

E. J. Gallo Winery, Modesto, Cal., 
has appointed E. E, Fisher & Asso- 
ciates, San Francisco, to handle its 
advertising. Batten, Barton, Dur- 


stine & Osborn recently resigned 
the account. 


NEW ENGLAND'S FIVE MOST POPULAR 


Sa poe a 


Bob 
Rissling 


Melody Manor 


10:15- 10:45 AM 
Monday thru Friday 


WBZ+WBZA 


Fe 


* 
x 
~ 


tries. Mr. Herrfeldt joined P&T in 
1935 and has been v.p. for the 
past six years. 

Charles Reiner, C. Richard Rod- 
gers and Nathaniel Dreazen will 
be advanced from division manag- 


’ 
| 
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WBZ+WBZA— 
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TELEVISION 
BOSTON —WBZ-TV 


KEX— PORTLAND 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 


ALL OTHER WBC 


STATIONS REPRESENTED BY FREE & PETERS 


ROS &. RAY 


5:00-6:00 PM 
Monday through Saturday 


ne Sgepaanecy nay SOO 


INC. 


PHILADELPHIA—WPTZ 
PITTSBURGH — KDKA-TV 
SAN FRANCISCO— KPIX 


og aR ee 
seg SO ae acne 


si vf Se na a Pceeeu sen pace 2 ag a hawt a uF : af. Si 6 LoS CE a et BM ae Sy SST SS" MP eR Miah Oe See a See RE ee ear RES ae a ard ae 
} ; J 2 ; Dare , “ Se A ML aa 53 pvheed aed a aie - 
29 « 4 on 
| 
nies ee 
wait po 
ea | GS OC 
| the 
It is 
‘sonal ) 
slling. 
other. 
ive to 
anage 
bjec- a 
lirect, —— 
u feel 
revo- RPS aries ON A oN NN NOE EOLA LILLIE. TN CE: TN ee ee RRR UR 
ustry. 
takes 
pe of 
yong SELENITE LEO OLAS IND i RNa yates iy SES Og OS eB ee 8 BB A ATR OT LEE ILE LITE SL I I DOSS LTE 
ast. I 
what ‘ 
| rad- 
r the FG na I er a 
sales ERNE A LIE LT LORIN INE AL LICE IIE ELLA I aE Of BRE MEER IRE LR OLE LE EA ai met 
. I do 
sell- 
ware | 
; 
nad | 
n + 
cy | ... ALL ON WB2Zt+WBZA 
new 
ity & ’ ARAN ORR en 0 TE EEG 2 AA IE ATES I AOC AEE LEE BEE BEE 5 ER CO LLCO ETE IE 
rmed 
Fifth 
~ mg ‘Allee PAE ip OS LEE LOE LINE EOL EES CLOT ILLES SSE Ee eI SN ERE OE ae tp aaa EE NDE i ee 
/ aad 
-- 
| O 2 
’ aan ® ‘ —— ee 
- & b: ee ss a ial | oo Pa a 
sel 4 4 ¥ a Be ogy sige OY oie es waits om ie Bt 
- Coe. ae “I ' ee akin 
or a oe -_ Fs nai ' 
on as | i oe pom. eal 
war j zz mero = 
asury _ a ee % 
pref } <tt. iy s 
. with ; & _ dk ‘# 4 
Law: | i. a> “; ee | 
, — eee re 4 
tional 4 oe ey i 2 
yet to a oe © , Ww ; | WE2z tWESZA. 
3? jee eS Z t a 
. ae gy alan ie pak Seg i : 
g the ol Sek Oy SOAS ae eee Bn SR Arges ai SRI LOR CE OEMES ee he ee : ’ ° 
ricago, ‘ a ate: Pees Ge ee me Sage SES ors s BE RR SRG OSES SPs ETO IR OS OE ‘ z : ee 
ederal RO LE. Was, lille a SEDPOLE Daa itie:shiitaae matin, 
court 
which 
ny the | RSA RRRIIN Stare tn ar AS ONO RT REN NRT RNC ei 5: rs Te 
y 
mmis- : 
suance 
rs for ‘ 
jotaled 
untary 
. The 
lebt; to 
g a% 
‘ds eS eee 
years. 
13 _ 
ecision | FP . 
| 
1. | ee 
sistant 
yr York . 
an & | De 
psenta- 
| Vip.s. 
} 
Rg 4 + 5 
ste - gyn? sean “say bw , ere st he eh ls pak f ‘ oh ee te ee Bing eee Re da rs 9 St ae me Oe eS eke ae A Ns PN Se ee Fe alee ey 8 SSW gee Pemecel, SOB ag er ; Piacente ef PES ag ~~ . My ES: os ee Shee BA be 
vi eae VS Sutc ANF eae eae al Bee ete eae SUN oes Mea MER re Oe Get ena ep ee Mare. cee ie Pherae Geta 
SP Bek Aa Moline Sigh INAS ogre NER ET ue yeh 'y MORN Racioa abe PNG Ae RAYE SENTRA Gace AS pang NS yk baer Saleen “oe ateaiins Soto Ge 7 


ae. A aie my GE bas ~ an 


és ST, Yemen 3 PA a i ? me ‘Cee. : ie ee 
ON ae €) MOMMA! Pe ee EON a ieee iy CAL Bplay 


a ET a 


he 2 so ae ah 


Advertising Age, June 27, 1955 ” 
Closed Circuit Show |_ This marks the second time in 15|scope prints of the vancing/a photograph of a gaily-decorated| so, Sun Oil’s new gasoline is de- 

months that Sun has introduced a) with Sun program be ex-|Sunoco station and the new cata-| signed to meet the competition of 
Heralds Ad Push for "© 2s0line. eesers Go etal 


ached by lytic refining facilities that pro-|higher-octane high test gasolines 
The company today introduced,|coaxial cable. 


P . . I ] i ,duce the “advanced” Sunoco. now on the market. 
Advanced Sun Gas via a 30-city, closed-circuit tele-| Sunoco service sta operators) The diamond-shaped blue 


‘cast, its new gasoline to Sunoco|and employes gath in hotel) Sunoco insigne, with an arrow|® A feature of the telecast was a 
PHILADELPHIA, June 23—Sun Oil, dealers, distributors and their em-| ballrooms, theaters auditori-| passing pmo it, has been re-| test car ectaenateatiie to show how 
Co. next Monday will introduce its | ployes. ums to see-and he obert G.| vised, with a “new advanced” sign|Sun’s new product compared in 
new advanced Blue Sunoco, using | The hour-long program origi-| Dunlop, president; Fi: - Rk. Mark- on top. performance with leading fuels in 
more than 600 newspapers, 2,400 nated from Station WPTZ and was!) ley, v-p. in charge oarketing,| Top headline in the opening adj the premium-priced field. The Sun 
outdoor posters, spots on 200 radio| beamed to an audience estimated|and Clarence H. T! —:, v.p. in|is “Here Now! A New Advanced product will continue to be sold at 
stations and full pages in 24 Sun-| at 14,000 throughout the company’s| charge of manufacti Gasoline.” regular gasoline prices. 

day newspaper supplements. marketing territory. Later, kine-! The opening full-; © ad shows) Without the ads actually saying} The opening ads of the intensive 
campaign, prepared by Ruthrauff 
& Ryan, Sun’s agency, also were 
exhibited on the closed circuit pro- 
gram. Sun’s “Three-Star Extra” 
radio news show on NBC wili be 
used nightly to promote the new 
fuel. 

States covered in the saow were 
Pennsylvania, parts of New York, 
parts of Ohio, Michigan, Florida, 
New Jersey, Massachusetts, Khode 
4 Island, Maryland and Washington, 
a 
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D. C. TVT Tele-Sessions, New 
York, handled the closed-circuit 
program. 


You can expect just 
go much from: 
__ Limited Coverage | 
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CARL de SUZE } 33! 


6:30-9:30 AM | Mond , 
Monday thru Saturday | onday 


thru 


WBZ-+ WBZA | Friday 


To get the big sales you're after 
in the billion-dollar soft drink 
industry, 


S> 


Use the concen- 
trated, industry- 
wide coverage 


; Dart ¥ you get ONLY 
, ¥ with a vertical 
| = ah a publication— 
im \ ; ee | 

More New England homes listen to each of these WBZ+-WBZA person- —_——— Pt Bort. NG 
alities than to any local or network radio program on any other Boston NO SELLING if 
station.* INDUSTRY 
The imaginative showmanship and station promotion that won the 1955 CAMPAIGN 
Variety Showmanship Award for WBZ+WBZA resulted in more New the top buy in its field 
England homes tuning to WBZ+WBZA programs and personalities IS COMPLETE te hi erry 
between the hours of 6 A.M. and midnight than to any other Boston : WITHOUT THE 
radio station.f 

WBZ-+WBZA is an undisputed FIRST in New England radio. FIRST 2s scien aes prreerse, ne. 
in coverage, FIRST in total audience and FIRST in the popularity of N'B P| 18 East 49th Street 
its personalities. 4 New York 17, N.Y. 

Let WBZ +WBZA’s popular personalities sell for you. Call Bill William- —_ a Infecination hacibunsitnilen the bilities 
son, WBZ + WBZA Sales Manager, ALgonquin 4-5670; or Eldon Campbell, ; STATIONS Ta. dollar industries they serve — 
WBC National Sales Manager, at MUrray Hill 7-0808, New York. { ce © Bottling Industry 
*Av. hour total cumulative audience April Nielsen Station Index {April Nielsen Station Index : —. © Candy Industry 
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National Group Will 
Combat Alcoholism. 
Addictive Diseases 


New York, June 21—Formation 
of the Alcoholism and Addictive 
Diseases Foundation, which will 
organize a national program of 
research, education, treatment and 
rehabilitation, was announced here 
this past weekend. 

Leading representatives of 
American business and industry 
constitute the organization’s 16- 
man board of directors, including 
Fairfax M. Cone, president, Foote, 
Cone & Belding; Colby M. Chester, 
honorary chairman, General Foods 
Corp.; Jasper E. Crane, director, 
E. I. du Pont de Nemours & Co.; 
Tom M. Girdler, chairman of the 
board, Republic Steel Corp.; and 
Spencer Miller Jr., former US. 
Assistant Secretary of Labor, who 
is serving as chairman of the 
group’s organizing committee. 

“Until now,” said a statement 
issued by the board, “there has 


“Stick to the Standard” 


“In our plant we think your stand- 
ard of .055 inches in depth (for 
open areas of Reilly Plastictypes) 
is much more satisfactory. Of 
course we receive some plates with 
shallow depths. We -have to do the 
best we can to give the customer a 
good reproduction and in the past 
we have failed to do this and have 
had to rebate. For the above reasons 
we say please stick to the standard 
of .055.” 


Mechanical Superintendent 
Tennessee Newspaper 


“Stay With .055” 


“We never have trouble with Reilly 
Plastictypes but do have some dif- 
ficulty with others. Hope you stay 
with .055.” 


Mechanical Superintendent 
Wisconsin Newspaper 


“URGE YOU 
NOT TO ABANDON”’ 


“IT want to urge you not to abandon 
your policy of keeping the open 
areas of your Reilly Plastictypes 
down to .055 inches. Competitors 


been a major omission among na- 
tional health organizations. 


s “There are well-established or- 
ganizations for cancer, polio, tu- 
berculosis and most other impor- 
tant diseases ...but there has been 
no comparable full-scale organiza- 
tion for alcoholism and other ad- 
dictive diseases, either in resources 
or in program.” 

Acknowledging the work done 
by organizations now active in the 
alcoholic and addictive fields, the 


ph Be 


statement notes that each of these 
groups specializes in particular 
aspects of the problem. 

“Our policy will be to assist 
these and other such organizations, 
not only by cooperative efforts 
toward mutual objectives but also, 
wherever feasible, by financial and 
other help,” the statement declares. 

The new foundation plans to 
establish regional, state and com- 
munity organizations. Temporary 
headquarters are located at 135 E. 
44th St., New York. 


Masters Fined $1,500 

Masters Inc., one of the largest 
discount houses in New York, has 
been fined $1,500 for contempt for 
violating a General Electric Co. 
fair trade injunction. The fine is 
one of the largest ever imposed in 
a fair trade case in this district. 
In addition, court costs of $750 
were levied against Masters. GE 
contended that Masters has been 
disregarding an injunction judg- 
ment since Nov. 25, 1954, the date 


on which the U.S. Supreme Court 


EC Seon. ncaa) 
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dismissed Masters’ appeal from a 
decision of the state court of ap- 
peals. 


NBC Names Elmore Lyford 

Elmore B. Lyford has been ap- 
pointed station contact representa- 
tive for National Broadcasting Co., 
New York. A veteran of more 
than 30 years in radio and tele- 
vision, Mr. Lyford resigned last 
April as director of station rela- 
tions for the DuMont Television 
Network. 


. .. Who rout only to .020 or .03) 
are heading for serious trouble.” | 


Mechanical Superintendent 
New York Newspaper 


SIX SALES STEP 


CREATE 

PREFERENCE 
AROUSE _— 
INTEREST 


CONTACT iad 


METHODS CHART for incre 


APPLY BUSINESS PAPER 
ADVERTISING HERE 


Sound and consistent product adver- 
tising is the best, quickest and cheapest 
way to accomplish the preliminary steps 
in building an order. 


FOR GREATER SALES 
PRODUCTION HERE > 


| CLOSE THE 

“ORDER 

SPECIFIC eee 
PROPOSAL 


With Advertising (Mechanized 
Selling) functioning properly on — 
- Steps 1, 2, 3 the salesman can 
- oncentrate more of his valua- 
ag ble selling time on the impor: 
tant job of producing finished _ 
‘orders. 


a 


ta 


KEEP CUSTOMERS 
SOLD ail 


| 


... apply advertising to help 
the salesman hold the line 
against competition—lay the 
foundation for future sales. 
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Sears Issues Fall Catalog 
Sears, Roebuck & Co., Chicago, 
has begun mailing its 1955 fall 
general catalog, the largest post- 
war book Sears has issued. Prices 
in the new 1,446-page book are 
slightly lower than those in the 
1954 fall catalog and substantially 
the same as those in last spring’s 
book, which carried the lowest 
prices since 1950, according to 
Sears. Among the lines showing 
price reductions from last fall 
are floor coverings, infants’ and 


children’s wear, refrigerators and 
freezers, photographic supplies, 
dresses, radio-tv sets, kitchen 
equipment, yard goods, farm 
equipment, men’s work clothing 
and paint supplies. 


Green Joins Taplinger 

Edwin Green has been named 
director of the industrial depart- 
ment of the Beverly Hills, Cal., 
office of Robert S. Taplinger & 
Associates. He formerly was with 
Walker & Crenshaw, Los Angeles. 


New YorkIsT > Tv 
Markets. First «nd 


30th, Ted Coti ays 

New York, June 2: \ew York 
is not only the cou ’s No. 1 
television market, it also the 
No. 30 market, acco: i¢ to Ted 
Cott, general manage | WABD. 

Mr. Cott discussed - theories 
about the importance + the two 
tv set homes in th area last 


oat 


week during a panel session staged 
by ABC Film Syndication as a 
part of its third annual national 
sales meeting. 

The station executive estimated 
that 10% of New York homes have 
a second tv set, representing an 
audience of more than 400,000. On 
the basis of this count, he figured 
New York as the 30th as well as 
the first U.S. video market. On the 
question of film programming, Mr. 
Cott urged stronger promotion of 
reruns by stations. 


can take hours of fime 


Reliable estimates show that the average industrial sales- 
man spends 38% of his time travelling or waiting for 
interviews—12% on office duties—and only 50% of his 


Car 


PUBLISHING 


ABP 


time actually selling. 


Remember too, that your salesman can’t always be sure 
if a new prospect is in the market for his product; how 
many people must be “‘sold’”’ before he can close the sale; 
or how many competitors are angling for the same order. 

But all buying influences—known and unknown—have 
a common meeting ground in the business publications 
they must read to keep up with developments in their 
industry. And, by advertising in these publications, you 
can interest prospects to a point of preference for your 


product. 


At pennies per call, business publication advertising de- 
livers your sales message to a concentrated group of your 
best prospects. It mechanizes the first three steps in the 
manufacture of a sale—works before and after your sales- 
man’s calls—enables him to concentrate more of his valu- 
able working time discussing specific product applications 
and closing sales—helps keep present customers sold. 

More specific information on the industrial salesman’s 
working time—plus a chart for measuring his calling 
power—is available in a McGraw-Hill booklet entitled: 
“How Many Accounts Can Your Salesman Handle?” Ask 
your McGraw-Hill man or write Company Promotion 


Department for a copy. 


McGRAW-HILL 


INCORPORATED 


COMPANY, 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


@ 
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’ FOR BUSINESS 


Ray Nelson, national spot sales 
manager for the Television Bureau 
of Advertising, had some advice 
for syndication salesmen. He sug- 
gested that they should concen- 
trate on daytime programming, 
now that “local, live how-to” 
shows are waning in popularity. 

Mr. Nelson minimized the time 
clearance problem. He said a na- 
tional spot advertiser can get the 
desired period in the markets of 
his choice if the program is strong 
enough. 

Don W. Sharpe, executive pro- 
ducer of ABC Film’s new offering, 
“Sheena, Queen of the Jungle,” 
challenged the salesmen to develop 
sufficiently imaginative sales pat- 
terns to pay off in the current 
competitive market. 


Connaughton Joins ‘Agency’ 


William Connaughton, formerly 
with Cupples Envelope Co., Brown 
& Bigelow and others, has joined 
Advertising Agency as an adver- 
tising representative. 


\° tickin Around 


with KLEEN-STIK 


When is a Back NOT a Back? 


When it’s the back of a “FACE- 
STIK” display, of course! This new- 
est KLEEN-STIK development lets 
you print your P.O.P. material both 
front and back. Sheets are then 
coated with transparent adhesive 
for easy face-to-glass application 
inside store windows, doors, cabi- 
nets, glass partitions, and similar 
places. Gets wonderful results, 
such as: 


It’s that simple to identify bowling 
alleys certified by the AMERICAN 
BOWLING CONGRESS — thanks 
to this attractive two-sided ‘‘Face- 
Stik’’ window emblem. It goes up 
the same easy “‘peel-and-press’’ way 
as other Kleen-Stik pieces, and the 
clear adhesive holds it tight against 
the glass. This “kingpin’’ piece is 
the work of A. L. TRUEBEN- 
BACH, ABC’s Purchasing Agent in 
Milwaukee. Rich gold-n’-black lith- 
ography by OLSEN PUBLISHING 
CO. (same city), under the eagle eye 
of LES OLSEN. 


The ‘Gum Parade”’ 


BEECH-NUT PACKING CO., in 
romantic-sounding Canajoharie, 
N.Y., parades its three popular gum 
flavors — Peppermint, Spearmint 
and Mello Fruit—in front of cus- 
tomers’ eyes with these die-cut 
“Face-Stik” package replicas. They 
catch shoppers “coming and going”’ 
— yet they’re so much easier to put 
up than other types of permanent 
display. This tasty idea originated 
with Beech-Nut . . . snappy produc- 
tion by I. S. BERLIN PRESS, 
Chicago. 


Get the facts on this new “*double 
exposure”? method of P.O.P. adver- 
tising! **Face-Stik’’ can be applied 
to practically any printed piece, to 
make mighty fine dealer identifica- 
tion signs, trademark and package 
reproductions, etc. For details, con- 
tact your regular printer or lithog- 
rapher .. . or write today to 
KLEEN-STIK! 


KLEEN-STIF PRODUCTS, INC. 


225 North Michigan Avenue * Chicago 1, lil. 
Pioneers in pressure sensitives for Advertising and Labeling 
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PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 


CLASSIFIED 
— BIGGEST — 
— BY THE MILLIONS — 


Rates & Data for the asking 


6, ILLINOIS 


‘Mido Back at St. Georges 


appointed St. Georges & Keyes, | 
New York, to handle its advertis- 
¢ ing and promotion, returning to the 
> agency after an eight-year lapse. 
‘Albert J. Silberstein-Bert Gold- 
smith, New York, is the previous 
lagency. 


Department Store Sales... 


Mido Watch Co., New York, has| 


WASHINGTON, June 23—Depart- 
ment store sales in the week end- 
ing June 18 were 2% ahead of 
sales in the similar week of 1954, 


aE 


If your “Game” Is 
. the Metalworking 
Industry, try the 
best spot of them 
alt.,..the MIDWEST! a 


. % 


The Midwest is the world's most concentrated market for 
metalworking machinery and supplies. Covering the area 
with 13,500 circulation at the pro- 
duction level of man 
CHICAGO-MIDWEST 
WORKER is the strong choice 
of advertisers who want to 
tap the immense buying 
power not reached by 
other media! Get the 
facts today! 


4744 W. Lake St. 


~ CHICAGO — MIDWEST METAL 


the Federal Reserve Board reports. 
For the four weeks to June 18, 
sales were 5% ahead of the 1954 
period, and 6% ahead for the year 
to date compared with 1954. 
Greatest gain in the 12 FRB dis- 
tricts was reported in San Fran- 
cisco, which had sales 9% ahead 
of 1954 in the week ending June 18. 
Largest losses were shown in St. 
Louis and Minneapolis, both of 
which recorded sales 7% behind 
those in the same week of 1954. 


+, the 
METAL- 


|as follows: Boston 


® Sales for the other districts were 
gained 3%; 
New York lost 1%; Philadelphia 

| gained 1%; Cleveland, no change; 
WORKER | Richmond lost 3%; Atlanta gained 


2% Gain for Week Ending June 18 


City, no change, and Dallas gained 


'2%; Chicago gained 3%; Kansas 


1%. 
% Change from ‘54 
Week Ended 
Federal Reserve June June 
District, Area, and City 4 ll 
UNITED STATES .................+.... + 5 + 3 
Boston District ..........-..0. —3 + 3 
Metropolitan Areas 
Boston —4 + 5 
Downtown Boston ............. —4 +42 
Suburban Boston ............. — 3 +12 
CaMbridge  .......ccscececeeeerseee — 9 +28 
Quincy eS +10 
Lowell-Lawrence _ ............. + 6 +4 
Cities 
III oh sccscnai sou ciendtuibinetes 0 0 
SUI EIIIIINIID 45. sais ntateinoesnsedcontins — § —4 
New York District ................ r— 3 — 1 
Metropolitan Areas 
PRIN. Nactescsotesocenrcseqocceneseseseste +2 
New York-N.E. New 
ITE LOE LOL EO — 3 
Newark — 3 
New York —1 
Rochester +17 
Syracuse +8 
Philadelphia District ............ r— 6 —1 
Metropolitan Areas 
WiIMiINBtON ........0.ccccrcerereeeee + 5 0 


The luxurious Hotel Ruiz Galindo on Mexico’s Gulf Coast, 
is famed for its gardenia-strewn swimming pool. This mag- 
nificent resort is but one of the fabulous enterprises of 
industrialist Don Antonio Ruiz Galindo 


Minister of Economy during 1947 and 1948, Sr. Ruiz 
Galindo is Honorary President of the Inter-American Hotel 
Association, adviser to many business and civic groups, 
and a recognized authority on the Mexican market 


Other Ruiz Galindo enterprises 


Digest reader, too 


As an expert on his market, Sr. Ruiz Galindo uses Reader's 
Digest to advertise his products. 
the model industrial city he built for his workers, he is a 


include Mexico’s largest 


factory producing steel office furniture, an auto assembly 
plant, and others for coffee and lime processing and the 
manufacture of fine wooden furniture 


Pictured in the library of 


Horatio Alger Story— Mexican Style/ 


A single business venture in 1917 was the 
humble forerunner of the vast Ruiz Galindo 
enterprises of today . . . and the beginning of a 
success story in the best tradition. 

One of the most interesting chapters in the story 
of Ruiz Galindo is his program to improve wages 
and working conditions of his workers . . . and all 


workers in Mexico. 


This reaches its climax in his fabulous planned 
community, a workers’ paradise and model industrial 
center called Industrial City DM. Nacional. 


Sr. Ruiz Galindo is typical of the forward-looking 
businessmen who use the Mexican edition of the 


What he knows about sales in Mexico 
built a business empire! 


customers read Selecciones . . 


You can reach more of your 
Digest, too. Proof is the fact 


any other magazine. 


Digest to advertise their products. He says, “The 
Digest has something of value for everybody ... that’s 
what has made it the most popular magazine in our 
market, and one of the most effective advertising 
and selling forces available to Mexican business! My 


. | read it, too.” 


best customers in the 
that in almost every 


market it serves Reader's Digest is bought by more 
people, at every income and occupation level, than 


Reader’s Digest International Editions 


Advertising Age, June 27, 1955 


Department Store 
Sales Barometer 


Change From 1954 


Week Ended 
June 18, 1955 


Jan. 1 to 
June 18, 1955 


i ssinse Uinspdtidadsneecass —13 
aS ee — 3 
Philadelphia . ...........cccc0:00000 r— 8 
EE eee, — 2 
On, I EE ee + 3 
Wilkes-Barre—Hazleton .. r+ 3 
Cleveland District. ................ +13 
Metropolitan Areas 
eee +8 
SESS ie — 2 
RIES EES +7 
IIE Sacheninsissecusscsttbbbseecees +9 
IED,» Slndinsisisdncenbssexhelinasiie +11 
SE: pictigeecsbdiidiithisseessscineninnes +7 
SEITEN philinissdiniiasecatilibiiancericconcentiess +1 
Wheeling-Steubenville ... +413 
City 
UUM cecidalatencsvenessgcbehipns +30 
Richmond District .................. r—2 
Metropolitan Areas 
Wr IIT: fiseccccticcinhsivactens r— 1 
Downtown Washington .. r+ 1 
NRG oiled tticrtretasieinse — 9 
POINTE © nc Gisshietainsbtrciaties sess + 2 
Atlanta District ...................... r+10 
Metropolitan Areas 
Birmimghaw _ .........ccccccsceeee +25 
TacksOnville  oo......cccecsceceesesee —1 
IEE dabcicensciecieocsisustbendabmaunaines + 34 
pS RE a son) BO + 7 
PAID. «sis cnascsciccicriclonnatraie +3 
New Orleans. .........:.00ccs0 + 5 
PEI Sininisceenisercruincheeesecineh +13 
City \ 
EN Nie aii arinsasiphotincctein +6 
Chicago District .................. + 7 
Metropolitan Areas 
II © pik cectcih cain auasdgeeaivhasece +9 
EN +23 
EENNED. * cmiibapslecnedtwnstibesdecbinasdeh +4 
6 CIN © Nitarninisrnantnrticittiiess — 8 
St. Louis District .................. r+ 3 
Metropolitan Areas 
ED. TOUTE © ecicclecterect ieepsnine —2 
Louisville - +2 
OR te SR + 5 
Memphis +1 
Minneapolis District ............ — 3 
Metropolitan Areas 
Minneapolis-St. Paul ........ — 3 
Minneapolis City ............ + 3 
a, RE CORBIS sence sicsistec ences —13 
Cities 
Duluth-Superior ................ + 3 
Kansas City District ............ +10 
Metropolitan Areas 
BNE siciteensivsasasrebicistederestonns +13 
I, pabietiiemnenseesintendickneliit +11 
IE Wltihedabiseandensbacnarcevtbediin +9 
Bes OMEN cansiigictetsconsasesovsnsses +11 
Albuquerque  .......cccccccces +17 
Oklahoma City ccc + 6 
TOUS, suchutwinsthitaendiipsipetiastedbindsistes r— 2 
City 
ND: SOE pinsvensiconsrntgontinns +9 
Dallas District. ..................:.+.. +7 
Metropolitan Areas 
BIER. Sgctlicitirkets sic satecbicmpnazeoiee +10 
REE RR PE +11 
Baek WRG ncssstsvendcincntinins — 3 
BID. cisdartrinesbsscinpnctbenbanilit + 5 
SOME, FABRBOTIID « aisecesinserercvessscese + 7 
San Francisco District ........ + 6 
Metropolitan Areas 
LOS AMBeleS oo..ccccecccccccseereee +9 
Downtown Los Angeles .. + 8 
Westside Los Angeles ... + 9 
GAOT cictncsecscteeteiscescees +21 
Sah BIOGED- Soreihlertinstcidplbinsers + 2 
San Francisco-Oakland .... + 3 
San Francisco City ......... + 4 
Cakeland CGH | ccccccessecccccerss 0 
GR DODD \ ingucttcinsenninsintiinin +8 
Peta | Gidbeciwtiedinie +1 
Salt Lake City. .............000 + 28 
aR aiscedinincenstnisninndiui +3 
GOTRE cenctesissccnenintacersciicntane +9 
FD cxceiecrnintnisantenneesitpenctinns +7 
r—Revised. 


*—Data not available. 


‘Bazaar’ Adds Salesmen 


merly with Scolaro, 


Chicago office. 


continues as Redbook editor. 
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Bud Taylor, formerly with News- 
week, J. Donald Kyser of Hearst 
Newspapers, and A. Stanley Hop- 
pert of Los Angeles, have joined 
the New York sales staff of Harp- 
er’s Bazaar. Alfred E. Bolt Jr., 
Meeker & 
Scott, has joined the magazine’s 


for- 


McCall Corp. Names Nichols 
Wade H. Nichols, publisher of 
Redbook and Bluebook, has been 
named a director of McCall Corp., 
New York. Last January he was 
named a v.p. of the McCall Corp. 
and on May 31 was appointed Red- 
book publisher, succeeding the late 
Phillips Wyman. Mr. Nichols also 
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team i) ales You'll do a much better Coolest drink 


ie; , AY ; under the sun 
selling job with Outdoor Advertising pulling, too. = 
"LIPTON 
It is seen repeatedly by nearly everyone in on ICED TEA 
markets you want to reach and works effectively 


to lower the cost of delivering product impressions. 


. ** 
OCTET OO 


LIPTON TEA uses this successful formula and is 


pre-eminent in its field. ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


outdoor advertising reaches the most 
people — most often — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 
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Beiter Business 
= Bureaus Continue 
Bait Ad Battle 


MINNEAPOLIs, June 21—Bait and 
comparative price advertising are 
in for increased trouble from the 
Assn. of Better Business Bureaus. 

A good share of the attention of 
the association’s week-long con- 
vention, which ended here today, 
was focused on these two ad 
practices. 

The conference approved a plan 
to move against comparative price 
abuses and disclosed that BBBs are 
making progress in their fight for 
legislation outlawing bait advertis- 


What NEW kind of 
PUBLICATION 
will give advertisers 


QUICK ACTION 
€yom Builders & Architects 


Building 
Products 


First Issue +» September 
a ‘ < Write for Somple issue ond Rote Cord 


HUDSON PUBLISHING CO. « HUDSON, O. 


ing. 


In its program to combat com- 
parative pricing, 
said it will publicize the evils of| 
'the practice while also trying to 


the association 


ect 
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Here was a new kind of paper napkin de- 
veloped by the Scott Paper Company. It 
was strong even when wet. Creative imagina- 
tion devised a series of tests to dramatize 
this “wet strength.”’ But, which of these 
tests would be most dramatic to TV audi- 
ences? Experiments were made on a “‘live’’ 
camera in the Thompson TV Workshop... 


The J. Walter Thompson Company TV Workshop 


While these tests were being made 
in our Workshop they were being 
viewed under actual broadcast condi- 
tions on television sets in J. Walter 
Thompson Company’s office. Thus, 
it was possible to pick the most effec- 
tive demonstration ...the famous 
Scotkins “apple dunking”’ test 


ed) TT 


helps give the answer 
—how best to dramatize your product’ advantages 


The J. Walter Thompson 
Company Television Workshop 
is now over a year old. 


A fully equipped studio, the 
Workshop has a Dage television 
camera, sound motion picture 
cameras and projectors, and sets 
lighted by batteries of Kleigs. 


A closed-circuit cable connects 
the Workshop with sets in the 
Thompson office. Thus, when a new 
commercial is being created in the 


Workshop, the whole group of 


Thompson people concerned can 
watch its development. 


On sets in the office they see the 


commercial as it would appear in an 
actual television broadcast. This saves 
time and money, since each step 
is checked by the group as work 
progresses. 

The group can make sure your 
product looks right on television. 
They can help select models. Any 
flaws in the commercial can be 
picked out and quickly eliminated 
—before incurring the costs of fin- 
ished production. 


Because the Television Workshop 
serves as a “proving ground”’ where 
the creative minds and the technical 
minds can work out problems to- 
gether, even the best ideas are given 


an additional lift. The end result 
is more effective commercials, made 
to a higher standard of quality. 

If you would like to know more 
about the Television Workshop— 
or see it in action the next time you 
are in New York—write to the 
J. Walter Thompson Company, A7, 
420 Lexington Avenue, New York 
17, New York. 

Other Offices in: Chicago, Detroit, San 
Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, 
Buenos Aires, Montevideo, Rio de Janeiro, 
Sao Paulo, Santiago (Chile), London, Paris, 
Antwerp, Frankfurt, Milan, Johannesburg, 
Port Elizabeth, Cape Town, Nairobi, 


Durban, Bombay, Calcutta, New Delhi, 
Sydney, Melbourne. 
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Advertising Age, June 27, 1955 


NEW OFFICERS—Elected to top posts as officers of the Assn. of Better 
Business Bureaus at the group’s 41st annual conference in Minneap- 
olis were, left to right, Victor H. Nyborg of Rye, N. Y., president; 


William G. Paul, president of 
the Los Angeles Stock Ex- 
change, chairman of the board 
of governors, and David C. Cor- 
bin, president of City Chevrolet, 
Akron, vice-chairman. Other 
officers (not shown in the pic- 
ture) elected were Hugh R. 
Jackson, president of the New 
York City BBB, treasurer, and 
George V. Morse Jr., general 
manager of the Memphis BBB, 
secretary. 


establish the principle that respon- 
sibility for ending it rests with 
business, rather than with media 
or the bureaus. The association also 
said basic standards for compara- 
tive prices will be established. 

On bait advertising, the associa- 
tion reported that Massachusetts, 
Maine and Tennessee have passed 
laws against that practice and oth- 
er states are considering similar 
legislation. 


® Victor H. Nyborg, New York, as- 
sociation president, said the bu- 
reau’s campaign has made bait “a 
dirty word.” He pointed out that 
the Federal Communications Com- 
mission now is interested in the 
problem and may set up rules to 
control such advertising. 

Mr. Nyborg also disclosed that 
the New York Stock Exchange has 
consulted with the association on 
the excessive promotions of some 
low priced uranium and other min- 
ing stocks. Sen. Alexander Wiley 
likewise has asked the group’s help 
in regard to other stock promotion 
schemes, Mr. Nyborg reported. 

Association committees reported 
(1) that complaints about televi- 
sion service generally are subsiding 
as service men become better 
trained and sets better built, (2) 
that misleading food freezer plan 
advertising, once a big headache, 
seems to be on the increase again, 
and (3) that the air conditioning 
industry is becoming a center of 
misleading advertising in some 
localities. 


® The association voted to estab- 
lish a committee to work with the 
room air conditioning industry in 
setting up a voluntary code of 
ethics. 

This was the first action by the 
association on a newly adopted 
program to broaden the scope and 
effectiveness of the BBB’s opera- 
tions nationally. 

The conference adopted resolu- 
tions directing the president to set 
up committees to: 


e Study problems resulting from 
advertising and selling abuses. 


e Confer with representatives of 
such industries as may be involved. 


e Devise, develop, approve and ap- 
ply such industry programs as may 
be desirable to correct such abuses. 


e Coordinate the work of all mem- 
bers of the association in carrying 
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’ 
tween right and wrong,” he said. 

Noting a “general lowering of the eo | 
spear wet es moter : BIG new Picture 
advertising, the department store ere Se is) 
president said he believes advertis- 
ing reflects “a general inclination 
in our country, and the world, to 


o 4 ” liege 
ignore moral responsibility.” ar? Prespe “us bh. ca §. 1 tr xe | 


® The kind of advertising that is 
misleading and exaggerated with- a 
out stepping across the line of il- 

legality is “eroding public confi- L 
dence in business,” he added. 

“Public confidence in claims 
which are true and justifiable has 
been shaken by those which are 
simply not believable,” Mr. Dayton 
declared. 

“By a kind of hypnotic reaction, 
people do respond to events de- 
scribed as ‘greatest ever’ and spend 
their money. But merchants are de- 
luding themselves if they believe 
that people are spending all they 
would if they had complete confi- 
dence in the store.” J 

G. Cullen Thomas, senior v.p., 

General Mills, told the meeting that oO wf a oO uy €: oO aE g & a ANA 
a few violators of business stand- BAT = A s. 
ards bring criticism on all business. 

Joyce Swan, v.p. and general 


out industry programs adopted. Trendex TV Ratings McGraw-Hill Shifts £<M],’ l 
‘Coal Age’ Sales Pe::onnel ‘ 
" The most scathing criticism of June 1-7, 1955 H. C. Chellson, w'o has been FORT WAYNE BUSIN ] 
advertising practices in the confer-| Fifteen Multi-station Cities | sales representative © the Pitts- 
ence aarp from Donald Dayton, | panx PROGRAM RATING | burgh territory for (o«! Age and Department Store Sales Jump 36% | 
president of Dayton’s, Minneapolis’! 1 | Love Lucy (Phil. Morris, P&G, CBS)31.5| Engineering & Minin: Journal, is iana Citi 
largest department store. 2 Jackie ry ton ror Schick ‘ being transferred to ‘ew York to To Lead All India Cities j 
Mr. Dayton said false, mislead- Nescafe, CBS) at 2 (2 ti i iy 30.8| succeed T. E. Alcorn, :-tiring New| Fort Wayne's gain in department store sales from 
ing and exaggerated advertising| 3 Groucho Marx (DeSoto- York representative. \ir. Chellson| March to April was the greatest in Indiana and the 
claims, which can only hurt busi- Plymouth, NBC) 29.1| will be replaced by W. H. H.| third largest in the Federal Reserve Bank's Seventh FORT WAYNE ‘ 
ae the long run, seem to be on| 4 this ts Your Life (Hazel Bishop, Ginder, currently a iager of re-| District. I 
e increase. h and promotion ‘or the two , 
P&G, N 25.7| search a p ' i 
While the BBBs and a public that| 5 ji porade (lucky shike ver No matter what you're selling you fe reoults , 
is “too smart to be misled very Richard Hudnut, NBC) .e.ccmn 233| J. E. Lange, who he: been west-| through powerful home coverage in the News 
long” pretty well take care of the! 4 talent Scouts (Lipton, CBS)... 22.6|ern division direct mail manager| Sentinel and The Journal-Gazette ; 
demonstrably false advertising, it} 7 Comedy Hour—Martin & Lewis in McGraw-Hill’s Chicago office FORT WAYNE NEWSPAPERS, INC., Agent , 
is gp ry to deal effectively (Colgate, NBC) 22.1| for the past two years, will be : 
with claims that lie in the “gray| g Dragnet (Chesterfield, NBC) ........22.0| moved to Cleveland, where he will ws -Senti ~~ OURNAL- ( 
zone” between truth and falsehood,| 9 tux Video Theater (NBC) ............ 22.0| succeed William Spears as district The XN e > entinel 7 THE J NAL GAZETTE j 
he said. 10 Person to Person (Hamm Beer, | manager for the two magazines. Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco ] 
It is the area where only moral Noxzema, Amoco, CBS) ..........« 21.8| Mr. Spears is retiring Sept. 1. 
responsibility can distinguish be- I 


yw 


Channel 


ger of the Mi lis Star & 

ee ee The only TV station completely 

that newspapers must be the judge 

of what ads they will accept and covering the rich Keartland of Louisiana 
what ones they will reject. He said 


they cannot join in signing codes of 
ethics, and they cannot investigate 
the merchandise behind every ad. 


8 


® He added that the Minneapolis 
newspapers decline liquor, beer 
and wine advertising at a cost of 
$500,000 to $700,000 a year in lost 
revenue. And, he said, they also 
reject annually $250,000 worth of 
advertising considered undesirable. 

All officers of the sanociation | 
were re-elected. They are William | 
G. Paul, president of the Los An-| 
geles Stock Exchange, chairman; —— 
David C. Corbin, Akron, Ohio, | 
vice-chairman; Mr. Nyborg, presi- 
dent; Hugh R. Jackson, president of 
the New York City BBB, treasurer, 
and George V. Morse Jr., general a 
manager of the Memphis BBB, sec- CONALS 
retary. 


‘HAMMOND 


PLAQUEMINE 


NEW IBERIA 


Vends Food Day and Night 
Vari-Vend Inc., Chicago, has de- 
veloped a vending machine which 
_ will dispense as many as 36 prod- fi 
ucts. Originally designed to han- a ee Por tO Gita 
dle dairy products only, it also can — , tt — 2 gl 
eS i ee oe MARKET DATA PREDICTED SERVICE NBC-ABC 
7 ~—e 
will be as an automatic “milkman” Area* WBRZ, Channel 2 
for apartment buildings, but it is 
POWER: 


also being considered for use in 
100,000 watts 


grocery stores and supermarkets to 
give automatic service after hours, 
MORE TOWER: 
1001 ft. 6 inches 


MORGAN CITY 


according to the company. The coin 
box accepts quarters, dimes, nick- 
As and pennies, and prices of its 
wares can range from 1¢ to $1.39. 


Robinson Heads Auto Council 


S. R. Robinson, advertising man- SOURCE: Sales Management's Survey of Buying power, Largest TV Antenna 
ager of the Grey-Rock division of 1954 


Raybestos-Manhattan Inc. of Penn- *Class “BY” Television Magazine in the United States 
sylvania, has been elected presi- 12 Bays— Channel 2 


dent of the Automotive Advertis- 
Effective Buying Power: 


ers Council. The council is com- 
posed of advertising and sales pro-| 
motion executives of about 60 ad 
parts makers. 
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Business Paper Success Story .. . 


Paillard Co. Finds 


Business Papers 


Are Vital in Bolex Camera Promotion 


New York, June 23—Paillard 
S.A. of Switzerland, which was 
making Swiss music-boxes back 
in 1814, developed many other 
products as the years passed, in- 
cluding Hermes typewriters and 
Bolex moving-picture cameras. 
The latter line, one of the best- 
known in the world in that rapidly 
developing business, has been sold 
in the U.S. for some time; but it 
has had the benefit of business 
paper advertising only since 
March, 1954—and the company im- 
mediately found this kind of pro- 
motion highly effective. 

According to Edward L. Slater, 
advertising manager of Paillard 
Products Inc., of New York, 
wholly-owned American subsidi- 
ary of the Swiss company, the 
business paper advertising is now 
regarded as vital. 


® Up to five years ago, there had 
been little or no advertising for 
the Bolex line, due largely to the 
fact that it was distributed by the 
importing company through all 


pose OARS A La, 
poe gestae oe pamn aes 


reach the profit-packed 
Vacation Market 


me 
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BOLEX PROMOTION—Paillard Prod- 
ucts Inc., New York, maker of 
Bolex cameras, told Bolex dealers 
of national promotion campaign 
through this ad that ran in Photo- 
graphic Dealer and Photographic 
Trade News. Dealers obtain Bolex 
displays by clipping and mailing 
coupon at bottom of the ad. 


dealers who cared to handle it. 
Then consumer advertising was 
begun by the Paillard Products or- 
ganization, which had been formed 
to handle all American sales, and 
which at once realized the desir- 
ability of active promotion to assist 
in the job. The company formed 
its own distributing organization 
about four years ago, ceasing to 
sell to dealers in the mass, and 
forming a franchise dealer setup 
which has worked very well. 

Price maintenance was an im- 
portant factor in the change of 
policy, as well as the belief that a 
carefully-selected dealer organiza- 
tion, all members of which would 
carry adequate stocks of Bolex, 
would be most effective. 


® The organization includes about 
1,500 out of the country’s 8,000 
dealers in cameras and photograph- 
ic supplies, but it is so arranged 
that complete coverage is secured. 
The franchise arrangement makes 
dealers admitted to the organiza- 
tion feel that they have been 
given an opportunity for extra 
profits from a_ well-established 
line, and that it is to their advan- 
tage to work with the company. 
Sales contacts with the dealer 


force of only ten men, known as 
regional managers, who cover their 
extensive territories every four 
months or so, checking dealers’ 
needs, distributing special promo- 
tion material, and otherwise main- 
taining the necessary personal 
touch with the retailers. 

Mr. Slater commented that this 


setup might appear to be one 
where business paper advertising 
would be almost superfluous, with 
the limited number of franchise 
dealers, adequate direct mail and 
other promotion in addition to the 
consumer advertising, and the cov- 
erage of the situation by the re- 
gional managers. But the cam- 
paign, initiated early in 1954 
through the dealer magazines, has 
proved so successful it is now 
considered indispensable. 

“The appointment in March, 
1954, of Fuller & Smith & Ross as 
the advertising agency was the 
turning point, and marked the be- 
ginning of the trade advertising,” 


Mr. Slater told AA. “Only con- 
sumer advertising had been done 
up to that time. The first step 
taken was to systematize all of 
the advertising so that it was con- 
ducted along orderly lines, as a 
real campaign, instead of the pre- 
vious more or less hit-or-miss ac- 
tivity. The business paper adver- 
tising was the first thing organ- 
ized, and it is now the last thing 
we would give up. 


® “So, far from our limited fran- 
chise dealer setup making trade 
advertising unnecessary, we have 
found it just as valuable as if we 
were selling to the entire field. 


Advertising Age, June 27, 1955 


In fact, we are, because we want 
the whole industry to know what 
we are doing, so that dealers, 
who formerly might not have been 
qualified for a franchise, can be 
kept interested and apply for one 
when they can meet our require- 
ments. 


® “Also, with our regional man- 
agers seeing each of our regular 
dealers only once in four months, 
and direct-mail material receiving 
the limited attention which it does 
in the average case, the opportun- 
ity to reach the dealer field every 
month through the trade papers, 
which they read regularly, is too 


organization are handled by a 
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* Nielsen, April 1955 
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Advertising Age, June 27, 1955 


valuable not to use. 
“So important do we regard it 
to get the attention of dealers in 


their papers that we use a pre-| 


ferred position both in the business 
magazines and in the fan papers, 
the page opposite the leading ed- 
itorial. Also, we see to it that the 
copy deserves attention, telling the 
dealers what we are planning to do 
in connection with our consumer 
advertising, sometimes featuring a 
new piece of merchandise. Gener- 
ally this space is devoted to future 
promotion, so that the dealers will 
be in a position to prepare for re- 
sults by adequate stocks of goods. 
Thus, vacation campaigns to con- 


| 
| 


The Saturday Evening Post, Life, 
Holiday and Time, are featured 
well in advance in the dealer ad- 
vertising; similarly, so are the fall 
campaigns.” 


® Most of the trade advertis- 
ing carries coupons, usually in- 
dicating that they are to be 
used by franchise dealers, and re- 
turns have justified this method 
of getting inquiries. As Mr. Slater 
emphasized, the whole setup has 
a three-way impact on the sales 
job—dealers are informed by the 
direct-mail material of what is 
coming by way of consumer adver- 


gional managers Carry the story 
to them in person, W:.) sales kits 
and related material; «nd the trade 
magazines give the whole cam- 
paign a final punch, repeating and 
amplifying the story. \‘any of the 
dealers, moreover, a¢parently get 
the story only in the ‘rade maga- 
zines. 


® The papers used © reach the 
camera and supply ‘ealers are 
Photo Dealer and © hotographic 
Trade News, the annual directory 
issues published by bo‘h also being 
employed. Typical copy runs in 
full pages, with <n occasional 


,sumers, through such papers as, tising and promotion; then the re-; spread and now and then an insert | 


which can be pulled out and used 
as a window display. News re-| 
leases intended to inform the trade 
of interesting developments are 
also sent out as occasion indicates, | 
the company being very publicity 
_ conscious, as the advertising ex- 
| ecutive quoted puts it. 

| “Our idea is to keep the whole 
dealer field, including our own 
group, fully informed of what we 
are doing,” Mr. Slater said. “We 
| want to leave no stone unturned to 
_do this, and to help the dealers in 
every possible way, through the 
‘dealer magazines which they read 
-and on which they rely. If the 


ee er ee eS 


Investigate at once ...‘‘San Francisco Beat’’...39 exciting, authentic half- 
hour detective dramas from CBS Television Film Sales. 


A network-proven show, this series stands up under any investigation. 


As “‘The Line-Up," it was number one in its time period on the CBS Television 


Network. ..rated 34% higher than the average nighttime network program - 


44Y higher than the average network mystery program. 


“San Francisco Beat” co-stars Warner Anderson and Tom Tully...in 


powerful, fast-moving drama based on actual cases. Produced ‘‘on location,’’ 
it’s a vivid portrayal of big-city police in action, filmed by famed Desilu 
Productions under the supervision of the San Francisco Police Department. 


““San Francisco Beat” is available to all stations for the first time... 


subject to prior sale. Get all the facts first-hand from... 


CBS TELEVISION FILM SALES, INC. with offices 


in New York, Chicago, Los Angeles, San Francisco, Dalias, Atianta, Boston, Detroit and 
St. Louis. Distributor in Canada: S.W. Caldwell Ltd., Toronto 


dealers don’t know what we are 
doing all the rest is unimportant; 
and we have found out that the 
dealer papers do the job.” 


Management, Labor 
Conflicts Improve 
Standards: Melman 


New York, June 21—The Amer- 
ican standard of living has devel- 
oped from achievement of two in- 
dependently sought but related 
goals—labor’s efforts to obtain 
higher wages and management’s 
attempts to reduce production 
costs. 

Writing in the July issue of 
Scientific American, published yes- 
terday, Dr. Seymour Melman, as- 
sistant professor of industrial engi- 
neering at Columbia University, 
makes the point that “studies of in- 
dustrial productivity disclose that 
productivity levels are not the con- 
scious goal of either management 
or labor. 

“Productivity levels,” he contin- 
ues, “are not unilaterally deter- 
mined by any one group in indus- 
try. Management and labor attempt 
to deal with their own problems. 
The impact of their respective 
pressures compels each to find 
solutions for the problems that are 
caused by the other.” 


® In his article, titled “Industrial 
Productivity,” Prof. Melman dem- 
onstrates that although industrial 
workers in the U. S. were paid 
about four times as much as Bri- 
tish employes in the same indus- 
tries in 1950, American-made ma- 
chines were only 60% higher in 
price than the British products. 
The American manufacturers, he 
maintains, were compelled to insti- 
tute cost-cutting changes to com- 
pensate for the high price of the 
labor going into their machines. 


Poole to Gruneau Research 


Gruneau Research Ltd., Toronto, 
has appointed W. Harold Poole, 
now v.p. and manager of Young & 
Rubicam Ltd., Montreal, a vp. 
Mr. Poole will leave Y&R June 30 
and take a month’s vacation before 
joining Gruneau Research to un- 
dertake special responsibilities in 
the consumer and public opinion 
survey divisions. Mr. Poole is a 
former professor of commerce at 
Queen’s University and an assist- 
ant professor of economics at the 
University of Manitoba. 
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You are 
missing 
the boat . . . if you 
don't 
use 


Effective 
Low Cost 
Three Color 
Reproductions 


This pleasing, economical 
method of showing your pro- 
duct as it appears is available 
on fast delivery schedules. 
Write for samples and full 
information, today. 


AGENTS WANTED 


PARK PRESS 


Va. 
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|KFAB Joins NBC Radio 
GREETINGS eee | KFAB, Omaha, has affiliated 


é Salutations, How-are-you’s | with NBC Radio, replacing WOW 

grenon-chargenble temcryieterin |@S the network station. KFAB 

wy the alphabet has a pric? or rduring formerly was affiliated with CBS 

JAY P rush season. Just send that job int Radio, which has signed WOW as 
WALK anvertising Tyeocrapny MY its network outlet in Omaha. 
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MG SIZE The HI Paso Cimes 


AN INDEPENDENT NEWSPAPER 
ames AND SUNDAY 


Paso Herald-Post 


+ SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 90,000 
CIRCULATION DAILY 


The business press enjoys a posi-' 
tive advantage in its highly spe-| 
cialized circulation ...and it must 
go out and sell this positive factor. | 

That is the primary philosophy | 
that a veteran of business paper| 
publishing, Donald McAllister, in- 
tends to bring into active play dur- 
ing his term as chairman of Asso- 
ciated Business Publications. 

With the help of his fellow pub- 
lishers in ABP, he hopes to extend 
and move at an increasing pace 
the program the organization has 
consistently promoted—that of 
bringing to business leaders a full 
appreciation of the importance and 
scope of industrial, merchandising 
and institutional papers on the 
American commercial scene. 


® “There still remains,” says Mr. 
McAllister, “an unfortunate lack 
of comprehension in many places 


You Ought To Know - «D. McAllister 


of the status and importance of the 


business press and of the extent of 
the job it can do.” 

Through the medium of periodic 
meetings between ABP represent- 
atives and agency men, perhaps 
later extended to include leaders 
of important national advertising 
and business groups, the v.p. and 
general manager of Geyer-McAl- 
lister Publications plans to bring 
his objective closer to fruition. 

His intimate knowledge of the 
field, its problems and its positive 
virtues springs directly from more 
than 30 years of work, all with the 
same organization. While still an 
undergraduate at Cornell Univer- 
sity, where he received his A. B. 
degree in 1922, Don McAllister 
turned out free-lance editorial ma- 
terial for Gift & Art Buyer, and 
joined the staff of Geyer Publica- 
tions as an advertising copywriter 
immediately after graduation. 

Soon he shifted to space sales, 


Henry P. Becton, Executive Vice-President of Becton, Dickinson and Company, explains 


Donald McAllister 


and in 1930 he became advertising 
manager. In 1937 he was named 
v.p., and assumed the post of ad- 
vertising director for all of the 
company’s publications. In addition 
to Gift & Art Buyer, these include 
Geyer’s Dealer Topics, Office Man- 
agement and directories for each of 
these trades. 


® Returning from service as an Air 
Force officer in 1946, Mr. Mc- 
Allister assumed the additional 
duties and the title of general 
manager of Geyer Publications, 
which changed its corporate title 
in January of this year to include 
his own name. 

His determination to spread the 
doctrine of the role of the American 
business press among the country’s 
advertising and commercial lead- 
ers is but one part of a three- 
pronged program which he is 
bringing to his new ABP position. 


® Of equal impertance to him are 
his plans to push for proper dis- 
position of problems connected 
with the Department of Justice 
suit against ABP—and five other 
associations—(AA, May 2 et seq.), 
and to work on an internal educa- 
tion program that will help indi- 
vidual ABP member-publishers 
improve their operations. 

With all this, he plans somehow 
to reserve enough time to work 
at being husband to the former 
Betty L. Myers, as father to Donald 
Jr., 7, and Liane Elizabeth, 5, and 
to add to his 800 accumulated 
hours as an airplane pilot. 


Parker Protests Infringement 
of ‘Liquid Lead’ Trademark 


‘(Why a doctor must never be rushed!”’ 


"A famous surgeon used to say to his young student doctors, 
‘A man with a severed carotid artery will bleed to death in 
three minutes. You can sew it up in two-and-a-half minutes 
— if you're not in a hurry,’ 

“Everyone who serves the medical profession must know 
how to be quick and sure. That's why Air Express is important 
to us at B-D, Our customers must be sure they can depend on us. 


&> Air Express 


“A vaccination program, or a flood, fire or explosion can 
mean immediate need for hypodermic syringes and needles, 
elastic bandages, blood donor equipment. Air Express is the 


sure way to get it there. 


“Air Express can save you money, too. A 20-lb. shipment 
from Rutherford, N. J., to Des Moines, Ia., for instance, is 
$8.12. That's the lowest-priced complete service by $1.48!" 


c—_y— 


GETS THERE FIRST via US. Scheduled Airlines 
CALL AIR EXPRESS ... divisioneof RAILWAY EXPRESS AGENCY 


Parker Pen Co., Janesville, Wis., 
has notified nine manufacturers 
‘and distributors who have used 
the term “liquid lead” in adver- 
| tising that they are infringing on a 
Promenet cart 
Most of the violations were the 
result of misunderstanding, accord- 
_ing to Parker’s legal counsel, I. D. 
'Tefft, and four of the companies 
‘notified have already agreed to stop 
using the registered mark. The ma- 
jority of companies involved 
thought “liquid lead” was a de- 
scriptive term rather than a trade- 
mark, Mr. Tefft said. 


Bozell & Jacobs Names 
Lyons; Adds Account 

William J. Lyons, formerly with 
Batten, Barton, Durstine & Osborn, 
has joined Bozell & Jacobs, New 
York, as assistant to the v.p. in 
charge of radio and television. 
Paul Gesner, formerly with Busi- 
ness Week, has joined the agency 
as a writer on utility accounts. 

The Canterbury Shops, retail 
chain in greater New York, has 
appointed Bozell & Jacobs, New 
York, to conduct newspaper and 
radio spot campaigns. 


Youngberg Rejoins ‘News’ 
Arthur C. Youngberg has been 
named promotion manager of the 
Chicago Daily News. He succeeds 
Louis L. Pryor, who will remain 
as a consultant to the newspaper. 
Most recently editor and publisher 
of the Courier, Clinton, N. Y., and 
publisher of the News, New Hart- 
ford, N. Y., Mr. Youngberg was an 
assistant in the promotion depart- 
ment of the News in 1947 and 1948. 
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How much salary do you pay your bride? And while we’re being so 
nosey, how big a food budget do you give her? Maybe it’s time you 
upped both. Do you know you eat over a thousand meals a year? 
That’s a lot of eating, a lot of menus to plan, a lot of crises 

to be met . .. what you had for lunch, what you had for dinner 

last night, how things went at the office, “Gad, I hate broccoli!”’. 

all your foibles .. . Don’t know how that girl would ever 


do it without the food pages of her favorite magazi: es .. . 
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O YOU KNOW THAT YOU — yes, even you — can create the world’s most 
scrumptious cream pie? You can’t miss. It’s all right here, printed in the 
magazines. Full color, oven-fresh pictures . . . sequence shots like the comic strips (like 
the ones on our cover) ... “‘do this, now this, then this”. . . directions primer-simple, 
specific . . . taste, calories, cost, season, all accounted for. Going too fast for 

you? Well, slow down . . . your magazine’s not going to run away. Pick 


it up. Read it again. Chefs are no longer born, they are cooked up in 


the fabulous food pages of the magazines. Why, do you know 
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how many ways there are to cook an egg? How many kinds ot cheese 

there are? The mathematical possibilities when you put the two together? 
The mouth-watering magic that can be created by culinary hocus-pocus 

with conventional things that come in tin cans? How to get a dinner 

together for an unexpected four in fifteen minutes flat, and out of practically 
nothing? Magazines have been telling and showing women how to 

do this ever since your mother was a girl. And are constantly doing 

it better and better. No other medium is so at home in the kitchen, 


No other medium stands still long enough. 
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many magazines who supplied us with 
superb full-color artwork from their 
editorial pages ... so many, in fact, 
it would hardly be cricket to individu- 
ally acknowledge just the few whose 
material filled our limited space. 


Go on, take a bite. A cake is more eloquent a spokesman for magazines than a copywriter. 
And national food advertisers know it. This past year they put $81,499,736 into general 
and farm magazines ... more dollars than ever before... more dollars than in radio and 


television together. And a big part of it went for mouth-watering color and pictures, helpful 


recipes and menus. The food advertising pages of magazines are the most constructive 
of all consumer advertising today .. . anywhere! 

Just as today, magazines are the most modern of all media. . . better edited, better 
illustrated, better printed. Maybe that’s why more people are reading more magazines 
...and why all advertisers invested more money in magazines during ’54 than in any other 


year in their history. And still more, the first quarter of this year. 


We know. We print a million magazines a day here in Louisville. And, in case you’re 


interested . .. we always have room for a few more. 


awcett-Dearin 


PRINT.NG COMPANY, LOUISVILLE, KENTUCKY 


67 West 44th Street, New York 36, N.Y. ¢ 612 N. Michigan Avenue, Chicago 11, Ill. 
A MEMBER OF “THE FAWCETT FAMILY”...PRODUCING A MILLION MAGAZINES A DAY 
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Heinz Launches 
Food Line for 
Over-60 Market 


PITTSBURGH, June 21—The new 
geriatric line of the H. J. Heinz 
Co., designed to meet diet require- 
ments of “older people,” will be 
test marketed in Cincinnati the 
latter part of July. 

A spokesman said “all stores” 
will handle the product. Three 
foods—beef stew, lamb stew and 
chicken stew—will be offered in 
8%4-oz. tins for about 30¢. 

The products, developed after 
five years of research, will be 
marketed as “Senior Foods.” High 
in protein, calcium and iron con- 
tent and low in calories, the line 
will be produced without salt. 


® Frank Armour, Heinz v.p., said, 
“The country’s population of 
people over 60 years of age is 
steadily climbing and indications 
point to an even more dramatic 
gain in the years immediately 
ahead. Today there are approxi- 
mately 18,500,000 persons in the 
U.S. who are past 60, as compared 
to only 8,000,000 in 1920. By 1960, 
census estimates show that there 
will be 23,500,000 men and women 
over 60.” 

The absence of added salt makes 
the products especially valuable 
to persons suffering from hyper- 
tension, while the addition of vita- 
mins provides important dietetic 
requirements for elderly persons’ 
diets, it was said. 

The second test market will be 
in St. Petersburg, it is reported. 


® Called “Senior Foods” at the 
suggestion of Dr. Harold A. Woos- 
ter, of the Heinz Food Varieties 
Fellowship of Mellon Institute, the 
specialty foods were proposed five 
years ago, Heinz said. 

Helen Wigman, as associate of 
Dr. Wooster, was instrumental in 
development of the product. 

Miss Wigman said Heinz per- 
sonnel selected the ages of 60 and 
over for the adult classification. 
Geriatrics is defined in a Thorn- 
dike Barnhart dictionary as the 
“science which concerns itself with 
the study of old ages and its dis- 
eases.” 

Miss Wigman observes that 
adulthood starts at different ages 
in different people, and adds that 
“there are plenty of people at 40 
with hypertension, a disease nor- 
mally associated with the aged.” 


® Over 30 foods were investigated 
in the study, according to Heinz. 

Miss Wigman said, “We hoped to 
perfect a complete menu of these 
specially designed foods. The ex- 
perimental ones included a high- 
protein soup, a low-calorie salad 
dressing, a low-calorie dessert, a 
high-protein main dish with add- 
ed calcium, minerals and vita- 
mins.” 

Miss Wigman said the foods 
were developed only after care- 
ful research into body require- 
ments. 

Arthur Dimond, advertising di- 
rector at Heinz, said the compa- 
ny’s advertising plans were not yet 
completed. 

Heinz will produce other foods 
in the same line. 


Deck Joins Ad Promotions 

Harry J. Deck, formerly branch 
sales manager for the Chicago of- 
fice of Miller Printing Machinery 
Co., has been named a partner in 
Advertising Promotions, Chicago 
sales promotion company. 


Tippett & Co. Moves 

Tippett & Co., Boston agency, 
has moved from the city to 6 Ab- 
bott Rd., Wellesley Hills. 


Ad Press Assn. Elects 

The recently organized Adver-)| 
tising Press Assn., New York, has. 
elected permanent officers for 
1955-56. They are Robert MciIn-| 
tyre, Editor & Publisher, president; | 
William Freeman, New York 
Times, v.p.; Lawrence Bernard, | 
ADVERTISING AGE, corresponding 
secretary; Ted Lonergan, Adver- 
| tising Agency, recording secretary; 
Bernard Tolk, Printers’ Ink, treas- 
urer, and Herb Stephen, Printers’ 
Ink, ex-officio adviser. 


ILLINOIS 1955 CONSUMER ANALYSIS 


_. . Brand Acceptance and Buying Habits On A Statewide 
Basis... Foods. . . Beverages. . . Toiletries. . . Appliances 


. . . Soaps and Cleansers... . Gasoline . . . and Distribution 


WWSW Inc., which is due to 
start telecasting in Pittsburgh in 
the fall as a result of merged ap- 
plications, has been signed by 
CBS Television as a full basic af- 
filiate. CBS-TV has also signed 
WTWO, Bangor, Me., as a primary 
affiliate. 


‘Write Today For Your Copy Of This New 1955 Consumer Survey 


AMPA Recognnes wyburg |  JULINOIS DAILY NEWSPAPER MARKETS 


The American Newspaper Pub- | 
lishers Assn. has granted recogni- | 
tion to Nyburg Advertising, Balti- | 
more. 


605 East Capitol Avenue Springfield, Illinois 


—————_—_——_—— roy aL 


Now Available for Your Use... | 
THE CINCINNATI TIMES-STAR'S 


GREATER CINCINNATI PiMARKET 
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Copies may be secured from: 
GENERAL ADVERTISING REPRESENTATIVES 
O’MARA & ORMSBEE 


New York, Chicago, Detroit, San Francisco, Los Angeles 
OR 
THE CINCINNATI TIMES-STAR, General Advertising 


Department, 800 Broadway, Cincinnati 1, Ohio 
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\PeopleinSmaller | 
Agency Work Hard, | 
Know More: La Fond | 


New York, June 21—Everyone| 

on in a small agency has to know more | 

about more things, and more about 

vA each client, than in a big agency.| 

= And everyone in a small agency| 

When i t Comes to co VE R A GE does more work than any individ- | 

ual in a big agency. | 

s4 Those are the beliefs set forth | : 
ONE does it in P EORIA here yesterday by Richard D. La|§ 


Fond, president of the advertising 


I] IT TAKES 146 MOTOR FREIGHT LINES 


to move merchandise 
"IN" and “OUT” of Peoria... 


The Peoria Journal Star effectively penetrates the rich agency bearing his name, in a 
13-county PEORIArea . . . Metro. Peoria daily circula- talk to members of the Eastern t.f.. wauTiICAL TOUCH—A_ half-gallon 
tion ratio-to-homes . . . 98.3%. Club. Captain’s Decanter of Kentucky 


“The average account man in @ Tavern bourbon, complete with its 
small agency,” he said, “combines | 4.» nautical carrying case, is be- 


copy, client contact, and a good . : : 
EORIA A | OURNAL STAR . cc2t it not at, of the media selec (79 iniroduced with full color ads 
| tion, plus having a more-than-av- | in national magazines by Glenmore 
. Distilleries Co. The decanter will 


Daily ned paid 100,000 plus (MEMBER; erage influence on the art.” 


Pointing out that the big agency be available in states that permit 


R ted Nationally by W 5 s 
epresen onally by WARD-GRIFFITH CO, Inc. g Pz “specializes in specialists,’ Mr.|the sale of alcoholic beverages in 
IRST In [iinois 2252, ekg La Fond, whose organization bills | half-gallon sizes. D’Arcy Advertis- 


about $600,000 a year, added, ing Co. is the agency. 


| 
} 
I 


|“Your large agency outmans us 
v Air Raves every time; they have men who do 
e ‘nothing but ‘leg art,’ others who 
25 Double Duty do nothing but hold clients’ mabite 
zy ’ -and still others who hold their 
9 Farmer’s Market heads—the clients’ heads, I mean. 
<> TV Box Office They also have people who write, 
. who take care of production, who 
analyze media, who schedule 
media, bill media and—well, 
they’ve just got more specialized 
_ people than we have.” 


® But by doing more with fewer 

employes, the agency head main- 
tained, the smaller organization 
keeps its overhead, and conse- 
quently its bills to clients, lower 
than the larger agency can. 

Mr. La Fond took a crack at the 
current trend toward extreme spe- 
cialization in the advertising field 
with a parenthetical story about 
an advertising man who applied 
for a job with an agency that had 
just obtained a big cereal account. 
| “He said he had all the qualifi- 
| cations,” Mr. La Fond recounted, 
“and had worked on that cereal 
| that went ‘snap, crackle, pop!,’ but 
_ the v.p. who interviewed him stat- 
ed that ‘their picture, while com- 

parable, was even a bit more spe- 


— 28 . eel ae y ' -cialized.’ It seems that their cereal 
@ Satisfied customers make highly satisfied copy. @ Telling government and business leaders about its went. ‘snem,.amadhle, Davy -Crock* 


writers for Trans World Airlines’ new Super-G Constellations. new and better aircraft and its progress in atomic research, ett.” 
After opening the biggest promotion in its 30-year history guided missiles, rocket engines and electronics, is one adver- 
with newspaper spreads and magazine color ads, TWA de- _ tising goal of North American Aviation, Inc. Maintaining 
cided to interview the passengers themselves. Glowing testi- good community relations is another. This campaign by ge i Any gga el 
monials show why business on non-stop coast-to-coast flights, | BBDO Los Angeles achieves both. gets high Starch reports is SMM ‘in Sd tin deteeeen tp 
where Super-G’s are used, jumped 121 per cent in one month. in leading national magazines and plant city newspapers. his problems, he turned, he said, 


“absolutely nowhere but to the 
publishers and their representa- 
tives who, far from belittling a 
small, hopeful newcomer, did 
everything possible to help me 
| get started with market informa- 
tion, distribution patterns and 
| practices, product competition, and 
helped, literally, in hundreds of 
other ways.” 

Acknowledging that the small 
/agency sometimes is locked out of 
competing for big accounts, Mr. 
‘La Fond concluded by reminding 
his audience that such an organi- 
zation can vary its services to 
clients by buying specialized func- 
tions such as marketing counsel 
and art work. “Where we’ve need- 
ed as many as 15 different artists 
on one campaign,” he said, “we’ve 
bought free-lance—just as the 
big agencies do.” 


bas eK ep ad 


ai i 


® The speaker paid tribute to the 
_help given him by media represen- 


wih 


Lowe to ‘House & Garden’ 


© Long copy doesn't bother farmers—not when it’s full 4) Top stars like James Stewart are helping to put “The William H. Lowe Jr., formerly 
of valuable product information and service helps. In a General Electric Theater” among TV’s top-rated shows. assistant to the president of Ogil- 
recent edition of the California Farmer, these ads for U.S. Playing a reformed gunman in The Windmill, Stewart joined vy, Benson & Mather, has been 


named editor in chief of House & 


Steel, Standard Oil Company of California and Northrup, a growing list of stage and screen personalities who have Garden, New York. 


King & Co., were rated by Readex as the three highest in made their TV acting debut on this G-E series. Many of these 
reader interest. Standard, in fact, outdid the front-cover _ television “firsts, including those by Joseph Cotten, Alan N.Y. Paper in Brooklyn Drive 
photo by 25 per cent, All three by BBDO San Francisco. Ladd and Jane Wyman, will be telecast again this summer. The New York World-Telegram 


ediedante & Sun is using Criterion three- 


BATTEN, BARTON, DURSTINE & OSBORN, INC. Advertising pa oy ep lyr ae le a 


—_—— NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND + PITTSBURGH * MINNEAPOLIS * SAN FRANCISCO * SEATTLE * BOLLYWOOD + LOS ANGELES + DETROIT * DALLAS * ATLANTA circulation. 
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Discounter Tells His Side 


C. M. Writes to an Auto Maker 


Repetition Gets Woolf's Okay 


Weiss Wonders About ‘Famous’ Brands 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
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Admen Created the Discount House, New York 


Discounter Says; Assails Fair Trade 


By Stephen Masters 

President, Masters Inc., New York 

I stand before you today, gentlemen, as 
one small representative of a colossus of 
your own making. Yes, gentlemen, I am 
your own creation—the discount house 
operator of 1955. 

The United States Chamber of Com- 
merce estimates the discount operation 
today to be a retail business in consumer 
goods which has reached the staggering 
total of $25 billion a year. 

How did you gentlemen accomplish this? 
By transposing the creative selling of na- 
tional brands from behind retail counters 
(where such selling was becoming pretty 
weak and indifferent) directly into the 
homes of America through such channels 
of communication as magazines, newspa- 
pers, radio and television. 

You employed the talents of top copy- 
writers, researchers, photographers, art- 
ists, packaging designers, script writers, 
actors and producers. You performed a 
selling job on national brands that has 
become the wonder of the modern world. 
In fact, gentlemen, you have done your 
job so well, that you have started a retail 
revolution. 


® For 20 years, day in and day out, you 
talented gentlemen of the advertising and 
public relations fraternities have given 
millions of low-income Americans inocu- 
lations in middle class ways of life. You 
changed their habits and their thinking. 
You introduced them to the promised land 
of better living at better pay, more leisure 
for more fun, better homes and gardens, 
air conditioning, outdoor barbecues, rec- 
ord players, television, rotisseries, sports 
cars, power tool workshops and “do-it- 
yourself.” 

You have made advertising the modern 
pre-sale instrument of low cost mass 
distribution. You preconditioned the huge 
expanding audience of middle class Amer- 
ica for branded consumer goods. You pre- 
sold them—you gave them faith in the 
quality of a brand and all the selling points 
they needed. Who needs retail sales 
clerks? All one has to do, is look for the 
right price at the right place, and take it 
home! 

Since you were in large part responsible 
for creating the modern phenomenon 
known as the discount house, there should 
be no mystery in your minds as to the 
way the discount house fits into the pic- 
ture of today’s merchandising. 


= The same streamlined, mass distribu- 
tion which built up the chain store and 
catalog mail order business, the self-serv- 
ice supermarket and superdrug store, also 
fathered the discount house. All of these 
modern retail marketing miracles are 
alike in one important respect: They move 
goods efficiently, quickly, at low cost and 
markup, taking advantage of modern dis- 
play, modern lighting, modern packaging 
and the psychology of impulse buying at 


At the Advertising Federation of America golden jubilee convention in Chi- 
cago, Stephen Masters, head of a New York discount house chain doing over 
$20,000,000 annual volume, with 500,000 card-holding customers, said that ad- 
vertising had created the discount house by developing an infinity of wants 
and pre-selling name brands. He also whacked away mercilessly at fair trade. 
His speech, which was read for him because he was ill, is reprinted here in full, 
to give AA readers an insight into how one of the three largest discount house 
operators in the country views modern retailing and distribution. 


point of sale. Their appearance on the 
American retail scene was inevitable, and, 
if their success should be an occasion for 
passing out prizes, you gentlemen, who 
have made the American consumer brand 
and quality conscious, deserve a lion’s 
share of the awards. 

I wonder whether you realized the con- 
sequences when you popularized the most 
notorious fiction in the whole history of 
retail advertising, namely, the factory list 
price? Did it occur to you that unrealistic 
pricing only served to stimulate realistic 
retailing all the more? 

The “off-list price revolution” is a 
phrase coined by my distinguished col- 
league, here on the panel, Mr. E. B. Weiss. 
The factory list price has become the point 
of departure for a new group of merchants 
who unashamedly identify themselves as 
discount houses. 


® But offering the public a discount off 
a high, factory list price does not in itself 
constitute a successful retail operation. 

The successful discount operation is not 
just a cut price operation. It is a stream- 
lined, low cost, fast turnover, high-unit 
volume, low margin operation, in pre-sold 
national brands. And profitable, as I 
propose to show you. It is an operation by 
men who get up earlier than their com- 
petitors and work later; who use their 
creative brains to procure and move 
wanted merchandise at lower costs and 
pass on the resulting economies to an en- 
thusiastic public. 

Let me give you a short history of 
Masters and the nature of its business, so 
you can understand the true function of 
our type of operation, and the part it 
plays in the distribution of merchandise. 
I hope to convince you that the wild, 
hysterical outbursts made against Masters 
are completely false and misleading. 

From humble beginnings in 1937, Mast- 
ers, by a determined policy to bring to 
the buying public the greatest variety of 
branded merchandise, and to sell it at the 
lowest possible price, has grown to where, 
last year, our gross volume was well over 
$20 million, and our card-holding custom- 
ers number more than 500,000. 


® These figures can only mean that the 
type of business done by Masters, a dis- 
count house, has found great favor 
with the general consuming public. We 
are talking of the buying public, and not 
of the attorneys for manufacturers, their 


clients, executives of distributing com- 
panies and other retailers. 

The experience of Masters is not 
unique. There are hundreds and hundreds 
of other perfectly legitimate discount 
houses, whose growth and general popu- 
larity demonstrate that they meet the ap- 
proval of the shopping public. 

What do the policies of Masters consist 
of? There is a prevailing misconception 
that discount houses do not render serv- 
ices to their customers. 

To those of you who may hold this view 
I want to point out emphatically that 
Masters offers services equal to, and in 
some instances better than, those offered 
by many department stores. For example: 


® 1. All merchandise is brand new and 
sold in original factory-sealed cartons. 


® 2. Masters allows a refund or exchange 
at any time up to 30 days, with no ques- 
tions asked. 


@ 3. Masters furnishes a one-year guaran- 
tee in addition to the manufacturer’s usual 
warranty. 


® 4. Masters maintains on its own prem- 
ises a large, dependable service repair de- 
partment. 


@ 5. Masters makes home deliveries. 


@ 6. Masters forbids switch-selling poli- 
cies. 


® 7. Masters offers a time payment plan. 


® 8. Masters makes every item in the 
store, every single shopping day in the 
year, reflect a worth while saving of 
money. 


What store that you know of offers 
more? 

If any of you here believe that these 
eight services are idle boasts, intended 
to deceive our customers, I invite you to 
check with the Better Business Bureau, 
an impartial organization all of us can 
respect. 


@® So there you have it. Inspect any 
reputable discount house operation and it 
becomes easy to see that most of the 
charges leveled by the so-called “fair 
trade” advocates are meaningless. Their 
charges have no more merit than the 
charges once leveled at chain stores, self- 
service supermarkets, mail order houses, 
or house-to-house instalment operators. 


The price-fixing laws that still remain 
on statute books insult the intelligence of 
honest merchants and their public. The 
“fair trader” uses the term “price cutting” 
as if it were a cuss word. There is no 
moral turpitude involved when Macy’s 
undersells Gimbel’s, or when Masters un- 
dersells Macy’s. 

Price reductions, based on cost reduc- 
tions because of efficiencies in the opera- 
tion of a business, are a fundamental re- 
quirement of the American free competi- 
tive system—just as much so in a retail 
store as in a factory. 

Does the price fixer, in the name of 
so-called “fair trade,” intend to fix by 
law the minimum price at which GE and 
Westinghouse shall sell toasters to a 
wholesale distributor? Is it immoral when 
RCA undercuts Philco? When you destroy 
free price competition at any level— 
manufacturing, wholesaling or retailing— 
you set up the framework for cartel mo- 
nopoly and a totalitarian economy. You 
have destroyed the free enterprise system 
—the very system that helped the “fair 
trader” to prosper and this country to be- 
come great. 


® The chief complaint of those who op- 
pose us seems to be against loss leaders. 
We are accused of using loss leaders to 
attract customers. The truth is, depart- 
ment stores, chain drug stores and gro- 
cery supermarkets, are the chief offend- 
ers, Masters does not follow a loss leader 
policy and does not believe in it. We do 
not sell it if we can’t make a profit. The 
loss leader technique is not'the baby of 
the discount house. Rather, it is accepted 
policy of many of our largest department 
stores, including two or three over on 
State St. Loss leader selling and discount 
house pricing are not the same thing! Loss 
leader retailing cannot compete profitably 
with low cost retailing. 

Thirty-one states prohibit selling below 
cost plus a reasonable markup of 6 to 8%. 
Are “fair traders” interested in these 
laws? No—they are interested in only one 
thing—price fixing to prevent competi- 
tion. 


® Strangely enough, some of the most ag- 
gressive “fair trade” price-fixers, while 
insisting upon a “fair trade” price fixing 
schedule for their small appliances, im- 
pose no minimum price for large ap- 
pliances such as refrigerators, washing 
machines, and all the other big ticket 
“white goods” items, Now, if the harmful 
effects of a non-“fair trade” policy have 
any application to small appliances, the 
same harmful effect should apply to these 
larger items. But isn’t it curious that we 
see nobody rushing in to slap “fair trade” 
prices on “white goods”? 

If it is true that discounting shatters 
the value of the manufacturer’s trade- 
mark, shouldn't Westinghouse or General 
Electric Co. want to protect the trademark 
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on their refrigerators as much as their 
toasters? 

The fact of the matter is, no manufac- 
turer suffers any impairment of his trade- 
mark, when his merchandise is sold in its 
original factory-sealed carton. Actually, 
the discount house enhances the value of 
the trademark by making its distribution 
wider and faster. 


= It is estimated there are between 6,000 
and 10,000 discount houses quoting per- 
centages off factory list price, throughout 
the country; roughly, eight times as many 
houses as before the war. In New York 
City alone, there are over 1,000 discount- 
ers as compared to 400 or 500 in 1951. 
Ninety-five per cent of all electrical ap- 
pliance sales and between 55% and 70% 
of all other big-ticket appliances are sold 
through discount houses. 

Beyond any shadow of a doubt, the 
great majority of the consuming public 
has come to rely on the shopping advan- 
tages offered to them at discount houses. 
The public sees little justification for pay- 
ing full list price on a growing number of 
over-priced, over-margined, under-serv- 
iced lines. The alert retailer—discount 
house or otherwise—is amply rewarded, 
if he passes on to his customers the sub- 
stantial savings that are brought about 
by efficient, economical selling costs. 

To illustrate this point, let us examine 
the statistics issued by the National Re- 
tail Dry Goods Assn. on the cost of oper- 
ation by its member stores, and compare 
them with operating costs experienced by 
Masters. You will see how Masters is able 
to run an efficient shop that makes a sub- 
stantial profit operating on margins that 
would distress a department store! 


Items NRDGA Masters 
Salaries & Wages .... 17.70% 5.69% 
Store & Selling Expenses 8.50% 2.11% 
Warehouse & Shipping 2.25% 1.95% 
Office & General ..... 4.45% 145% 

re 32.90% 11.20% 


= These figures show conclusively that a 
member store of the NRDGA must pay 
$32.90 for every hundred dollars of sales 
it takes in. Masters, however, rings up 
one hundred dollars’ worth of sales at a 
cost of only $11.20. Perhaps the reason for 
this fact is that we do not have fancy 
services, charge accounts, high priced 
legal staffs, non-prdductive departments 
or non-productive store executives! And 
if our salary percentages are lower it does 
not mean we pay lower wages. We pay 
higher wages, but we use only productive 
people. On April 1, Attorney General 
Brownell told the NRDGA at its dinner 
meeting in Washington, “There’s a good 
chance that what is called ‘unfair compe- 
tition’ is merely keen competition!” 

Earlier the same day, Edward Howrey, 
chairman of the Federal Trade Commis- 
sion, told the anti-trust section of the 
American Bar Assn. that the anti-trust 
laws were never intended as an insurance 
against business failure. 

These are wise words that I recommend 
for the consideration of every retail 
spokesman who favors so-called “fair 
trade” price-fixing legislation because his 
own store cannot meet discount house 


Employe Communications... 


competition. 

At the risk of repeating something you 
are already thoroughly familiar with, I 
want to call your attention to the recom- 
mendations recently made by the Attor- 
ney General’s national committee to study 
the anti-trust laws. 

“We, therefore, recommend,” says the 
Attorney General’s committee of 60, 
“congressional repeal, both of the Miller- 
Tydings amendment to the Sherman Act 
and the McGuire amendment to the Fed- 
eral Trade Commission Act, thereby sub- 
jecting resale price maintenance, as other 
price fixing practices, to those federal an- 
ti-trust controls which safeguard the pub- 
lic by keeping the channels of distribution 
free.” 


® To me, price fixing is an umbrella for 
the high cost retailer; an umbrella that 
protects his need for a markup great 
enough to allow him to continue his inef- 
ficient, poorly managed, obsolete method 
of operation. To those of you who contend 
that “fair trade” pricing strengthens com- 
petition at the retail level, I think that it 
can be simply shown that quite the op- 
posite is true. The inefficient retailer, un- 
der a fixed price system, has no incen- 
tive to improve his services or to cut his 
costs when he is covered by the “fair 
trade” umbrella. 

If every store carried the same article 
at the same price, it would be reasonable 
to assume that the store doing the most 
advertising would be the busiest. Since 
this is what department stores are doing 
every day, isn’t it logical that the smaller 
retailer with a modest advertising budget 
might then be tempted to ask Congress 
for an over-all limit on advertising? The 
possibilities of shielding the inefficent re- 
tailer from the elementary storms of sur- 
vival are infinite, as a result of this fal- 
lacious “fair trade” argument. 


® It would be aimless at this point to re- 
peat the many additional arguments in- 
volving “fair trade” since, I feel sure, the 
mounting attention it is receiving in the 
daily newspapers, magazines and trade 
press, has already served to give you am- 
ple knowledge of this nationwide contro- 
versy. 

Repeal or amendment of “fair trade” 
statutes is fast taking shape everywhere. 
During the past few months, one state 
after another has thrown out, in whole or 
part, their own so-called “fair trade” laws. 

The American way of life can only con- 
tinue if we can manufacture and distrib- 
ute as many products as possible, at 
prices that Americans can afford to pay. 

Let me quote, in conclusion, from a re- 
cent statement made by Julien Elfenbein, 
editorial director of the home furnishings 
group of Haire national business maga- 
zines: 

He said: “Our country under the Consti- 
tution is dedicated to a free, competitive 
enterprise system where more and more 
goods are produced and distributed in 
ever-widening channels, and where the 
economies are passed on at ever-lower 
prices to more and more consumers, thus 
raising the standards of living for more 
Americans to earn more and buy more 
and also support a costly government.” 


Union vs. Company Publications 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

While certain editors of company pub- 
lications for employes, with their well- 
oiled defense mechanisms, will bitterly 
assail it, an article in the current issue of 
the Harvard Business Review is one of 
the finest exposures yet written of the 


failures of management communication. 
Called “Round One: Union vs. Company 
Publications,” it was written by Fred C. 
Foy, the new president of Koppers Co., 
and Robert Harper, editor of the employe 
paper, “Koppers News.” It is a thought- 
ful, sincere and well-documented ap- 
praisal of the mushmouth techniques of 
management conversation. 

The authors have made an intensive 
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It’s a Mercury. 


Shared by No Other Car! 


get only a passing glimpse. 


You don't have to look twice 
to tell its a Mercury 
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Dear Mercury Division, Ford Motor Company: 
We have just seen your ad entitled, You Don’t Have to Look Twice to Tell 


We have read the subhead—which reads: Mercury’s Standout Styling is 


Frankly, we have to look three or four times at any car these days to tell 
exactly what make it is. First time we got a glimpse of the new Mercury, we 
couldn’t tell if it was a Ford or a Lincoln. Or maybe a Plymouth. 

You say, “From every angle, you can tell it’s a Mercury.” Maybe—after 
you’ve been as close to ’em as you folks are every day. But we common folk 


Let’s take a couple of features you mention. Let's take the hooded headlamps 
that blend in smoothly with the body. Lots of cars this year got hooded head- 
lamps that blend in smoothly with the body. Let’s take the Full-Scope Wind- 
shield. Maybe other makes don’t call it Full-Scope. But they got it. 

It’s likely, of course, that you realized this. We get this impression from the 
last paragraph—in which you invite us to see a Mercury dealer “for a close-up 
look.” We take it you mean about six inches from the insigne on the hood. 

Fact of the matter is, we had to look twice to be sure just whose ad it was. 
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study of 700 employe magazines, along 
with a good cross-section of union publi- 
cations. And they ask: “Isn’t a fighter 
who goes into the ring against a two- 
fisted opponent with one arm tied behind 
him asking for a licking? Yet this is just 
about what management is doing in its 
battle with the unions to win employe 
support for the American economic sys- 
tem as it has developed under private 
enterprise.” 


® Researchers Foy and Harper point to 
two stern conclusions: (1) Only the un- 
ions are “vigorously and effectively driv- 
ing home to their members their argu- 
ments and their point of view. Week after 
week they pour out a flood of carefully 
planned and well written articles which 
... advocate more government participa- 
tion in the economy and reflect a solid 
front on almost every major policy ques- 
tion”; (2) in contrast, “the management 
publications regularly reaching the same 
union members fail—with only a few ex- 
ceptions—to present any point of view 
about what management feels is good for 
America. Usually well written and often 
beautifully printed, they cover mainly 
employe social news, company sport ac- 
tivities, and brief news reports about the 
company. For the most part they are con- 
spicuously silent on such basic subjects 
as the profit system or on key current is- 


sues before the legislatures.” 

Management does not counteract union 
activity on realistic “breadbasket” sub- 
jects, the authors insist. “Employe publi- 
cations,” they point out, “frequently take 
a negative approach to challenging prob- 
lems—more often resorting to ‘sniper tac- 
tics’ against the opposition than to clear, 
logical statements of management’s case.” 

“Controversial subjects,” they add, 
“were avoided, but at the same time at- 
tempts were consistently made to stimu- 
late pride in the virtues of the ‘American 
Way of Life.’” 


s The authors urge management to make 
the decision to talk frankly, to encourage 
the editor to write his material simply and 
understandably. They suggest that this 
firm type of communication calls for 
high-caliber editing “far beyond the ‘pic- 
nic and bowling team’ kind of writing be- 
ing done in many employe publications 
today.” 

Instead of resenting this strong assault 
upon their products, editors of employe 
magazines should recognize the opportun- 
ity it may provide for them. The blow 
is actually only a glancing blow; the full 
impact of the haymaker appears to fall— 
as it should—right on the chin of man- 
agement. Let us hope that it does not put 
management in a deeper sleep than it 
now finds itself. 


Cees pre at: 4 ey i gr ? righ F ba acs “ a ’ BE os bn areata pom fe Mesh pi i e ; ; " ~. 4 pig a | : ° ri “ss i “Ne 7 3 pics rs ¥ ig ae Toa ate a ne A Se IE Oe ; ied my 
: A ~ 4. AY S ie 4 4 F / : x a j oy 
: 
: 
‘ : 
The Creative Man’‘s Corner... 
———— ¢ : 
F E : is 
om LVvery Angie : 
I eee ; 
Ps; deeds Bn x ie pS ae $e sees ~ 
a ee Hi: ee 2 
— ae. Se ae ree * 4 * ee ‘. 
. & Bee 5 et SS ees poe , 4 . ; a 
pte = oS - tied | 
es at 7 oe , a ‘ * 
re 4 rain ai, 7 . ie 
a 23 b Rec eee 4 ba 
4 Mics & * ~~ corm “ry = 
Meta en é Pid j ' 4 % 
oe 4%. . i So4 4 : 
és AS re “ : = -. 
oA <i = ) a e 4 7 
“s Ln sa a i 
+ eo met m : * i See ok 
fer Na ee amg GA ou at Saas 
— a 
1 \ 9 Zz 
ph ME . Mf r 
a a h 
- aoe. 
e a 4 De 
: « ee. i 
re : ee a 
sa 
rae asia ie ae 
of be 2 
he pn ne nee ar age eperermene TE : 2 
”” : “ ve 2 : mot Ae 
Z i - a oe anatase oy 
no = ' s: 
y’s : aa — om 
re | = a | 
— i 
‘ 
ic~ bi 
a- : 
e- 
“A | _ 4 
ail SSCs 
of au 
by er 
y 
nd i: 
. 
a } 
oy re 
ess 2 
, e 
O- ee 
ou a 
m 
uir , 
e~ is 
‘ 
rs. 
to < 
t 2. 
7 p> “a 
KE 
‘O- ox 
d- i 
er . 
do ‘ 
he ‘ 
of 2 
nt i 
on ss 
nt te 
SS = 
ly : 
Ww i 
le. : 
se 
ne 
‘i- ‘ 
4% 
g- 
lle " 
= ee 
n- 
e—_—_—_— EE... eee ai. 
D- 
ng - 
et ‘. 
‘ul : 
ve : 
he e 
se 
ve 
” : 
e ® 
e- - 
al : 
rk a 
+ 
Wee Rt : ; . a a / ° : : . ‘ oe 
St ee aes gre ee $ ee en” og ss a a Oe ie j af Ree rege kha ae 4 hs Aye 4 2 Oe Ae mY es ah Pere Tx aeeey : Ct ee zoe See e aS rege ‘3 % ee a fa Seth ae ees Soe te fe Net E) Sy gee ve PND a Lio a 
ee eS RAO plete taiaes i eS APD RE aie ad Oe fe PSE PCR Ml OY Tite Sh Nga Meat a tae eT wid SOA gt Ma RBA RENE a ne whe CAaenyaarle kd dere eae ape hte. ge TD ale oak Alm PS Aly Saad anh AR A hea et Fk eae 2 a So 8 ae ee a 
5 Baie Ck’. Ae eg has rites hase eae a ps gee Deira ORE Ee A Fe Siok SFOS Soe hal? pe ye ag eat ee ‘ee ees pe Ne rac anh fear ga LS Se a are ary Sat A feo Ue RRA RE tee ey a ne pie ae ee oie Bdge s 
a, ree oe ¢ igtten” a oo ae a Prey TF eda a ee et at om Fe nt es Ste Pe eee as ea Nf tee aa oe he - Se aig = me 7 ee eX. Ee a7 a Oy Zz » te Ce roe «.42-% OF pe ot ie ts ed Pee Oe eee The Ee eet ae gf Ss AS ta £9 ae ae 
PSP BS oe Sy. | FO, Stig Lee es a Pe SP aia ane ER ad Ce Fa SF Dp ma eae ear ir eS, ders Pay Oe a CO Re een I se Oa AE pra SS Rds Fear od i ok Be ay Bt ge de yee Belgie ms Sew kas aed ee ee Ee ee. gece Meee, gee PN 
eT ROT I Of peg hg he IS SR Ei Sn py RN a nal Mi eS Se Le ih Se Se Ee ote ade Ae GN ge A ey Ree oo Se Ss eee aler eg he  sineg 


Sn AL LAR 3 Ea 


Pied vce ; » ih or wacvose nal ae a pees ae Een See dies SF, TS OA ee ie oe ae 8 a er are Br ae Ear i ree ae SRLS A AE Bat < Sf | ee Se 
es 
; 
' . 
' . ? . 
“ 7 
a 
ne 
2 
< 
: 
- 
q 
a. 
ts % 
Pk 
2 
. 
. 
i 
% 
é s 
: 
. 
ae gh ae ae 
. » ss es 
4, iZ 
i - ae fi 
be ; cee eee ° 
. : : s f e ° ZB 
7 , 
“ 


ersy 
Senn ~~ S Tae 
; 
» 3 BS 2c: See 


oy ened 
* 


ts 


Easy to see why S. C. Johnson & Son Inc. 
picked Sports Afield for a full-page campaign for 


Johnson’s CAR-PLATE WAX. 96.9% of Sports 


| Afield subscribers own and drive their own cars— 
hundreds of thousands of them care for their cars 

100%. So you can see that Sports Afield is the gate- 
] way to a major market for anything that goes in, on or 
around an automobile. Detroit papers please copy! 


j A Hearst Magazine 


} 959 Eighth Avenue, New York 19, N. Y. 
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Salesense in Advertising... 


Irate Housewife Is Repelled 
by Sameness in Advertising 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Before me is a letter from Mrs. P. R., a 
New York City housewife, who declares 
she is not sold by repetition. In fact, she 
tends to gag at the “same damn bowl of 
cornflakes,” repeated over and over again. 
I have no doubt that 
many of my readers 
will agree in general 
with her point of view. 
Her letter is so enter- 
taining and provoca- 
tive I reproduce it here 
in full: 

“Cecil D. Notley, 
who has an advertis- 
ing agency in London, 
was quoted in the 
same issue of AA in which your teacher 
of advertising complained, ‘Advertisers 
and advertising experts do not have a 
commonly accepted philosophy . . . I see 
little evidence of general agreement on 
what is or is not competent advertis- 
a 

“In another article Mr. Notley voiced 
his suspicions of standardization in Brit- 
ish advertising: ‘I detect an awful stand- 
ardization that may creep over every- 
thing here . . . Even the advertising is 
standardized . . . All extremely competent, 
of course, but all very much the same.’ 

“And I recall a phrase from Sinclair 
Lewis’ ‘Arrowsmith,’ which I think my 
memory has not garbled too much. “There 
are a thousand paths to a thousand truths.’ 


= “Why, Mr. Woolf, must an ad always 
employ a common-sense, right-to-the- 
point and no-nonsense-about-it approach? 
Advertisers are justified, I believe, in 
perpetually sweating over whether or not 
consumers notice their advertising. The 
repetition of the same approach, the same 
damn bowl of cornflakes, the same straw- 
berries, the same healthy children grin- 
ning over the same bowls of soup can deal 
a mortal blow to my reader interest. I 
enjoy variety in a life that is 85% routine. 
And I am not sold by repetition. When the 
same cornflakes are advertised the same 
way, over and over again, I must decide 
either to read the ad and gag or turn the 
page and reject the approach. 

“Corn flakes, like any subject, has a 
limited area for creativity and for selling. 
But why limit the approach? I like to see 
pictures of cornflakes with strawberries 
every now and then. And every now and 
then I like to see—right-away-quick— 
what corn flakes will do for me who eats 
them, and how they taste, etc. 

“And then I like a change of pace, and 
I enjoy the ‘goon’ in his underwear who’s 
yelling for his Post Toasties. The goon 
does draw my attention. And I am re- 
lieved that the first words in the ad are 
not about taste, nutrition, etc. I’ve been 
inhaling the aroma of taste, nutrition, etc., 
for so long that my nose can’t smell it. But 
the goon who wants more corn flakes 
perks me up. And I buy more corn flakes. 


® “I’m a housewife, not a merchandising 
or advertising expert. And I get tired of 
being relevant all the time, and sensible 
all the time, and I know very well, with- 
out having ‘direct, head-on appeal, per- 
tinent to the product’ rammed into my 
eyeballs every time I look at an ad, that 
cornflakes have their unique taste and 
nutrition. I eat them. 

“Why should there be agreement on one 
approach? Why should techniques be the 
same? Why doesn’t someone call ‘confu- 
sion’ ‘variety’? And what’s wrong with an 
ad about something you eat being warm 


and humorous? Variety might be bewil- 
derment to teachers. But people like vari- 
ety and new twists. And variety sells.” 


® Like Cecil D. Notley, I “detect an awful 
standardization” in advertising, and along 
with this housewife I deplore it. But when 
I say that, I am not saying I have no faith 
in repetition. I believe that repetition is a 
vital and basic principle of advertising. 
Examine the record and you will find that 
the advertisers of many leading products 
have been faithful to this principle. Take 
Campbell’s soup, for instance. You will 
note that Campbell’s copy sticks reli- 
giously to a few basic selling appeals; over 
the years a definite uniformity of thought 
has run through all of the advertising. 
And the same damn bowls of soup have 
been featured in the illustrations for a 
long, long time. Wrigley’s gum copy has 
clung, as far back as I can remember, to 
the simple theme that the product is deli- 
cious and refreshing. The layout and pic- 
ture format, the work of Wrigley’s Otis 
Shepard, remains virtually unchanged 
after at least 15 years. After 30 years we 
note that Pond’s advertising continues to 
feature the testimony of such society 
beauties as the Duchess of Leeds and the 
Comtesse de la Falaise. Coca-Cola has 
recently freshened up its illustrative 
treatment, but basicly the copy appeal de- 
parts very little from the approach that 


Sensimatios fora romer accussut ing picture a 


Burroughs « 


EXAMPLE—This handsome color page is a 

far cry from the “awful standardization” 

Mr. Notley complains about. I offer it as 

proof that an advertisement can be differ- 

ent—a striking eye-stopper—and yet not 
be “cute,” silly, and meaningless. 


has been used for a quarter of a century. 
For more than 30 years Sherwin Cody has 
been asking us, ““Do You Make These Mis- 
takes in English?” And the Cody people 
know what they are doing because, being 
mail order operators, their copy must pay 
off or else. 


® I hold to the notion that it takes a long, 
long, LONG time to sell an idea to the 
American people. At the time the famous 
Princeton study was made, 50% of the 
American people believed the United 
States had been a member of the League 
of Nations, with another 26% confessing 
they didn’t know. It is not at all unlikely 
that a similar survey today would uncover 
a substantial number of people unable to 
identify “99 44/100% Pure,” or “The Beer 
that Made Milwaukee Famous,” or “A 
Skin You Love to Touch,” or the cereal 
that snaps, crackles and pops. Again I 
say: It takes a long, long, LONG time to 
implant an idea into the consciousness of 
the public. 

I have no quarrel, as I have said, with 
this housewife’s dislike for “awful stand- 
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THE ORIGINAL foe 


FRESH, ORIGINAL—The Burnett agency is producing ads for Kellogg’s (without showing 

the “same damn bowl of cornflakes” time after time) which are fresh and delightful. 

When I defend advertising that is competent I am not upholding sameness and monot- 

ony. We should strive for ads that are a pleasure to look at and read—provided they 
stay within the bounds of common sense. 
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DISTINCTIVE—This brilliant Douglas color 

page demonstrates again that an adver- 

tisement can depart radically from the 

usual standardized pattern and still make 

a lot of salesense. Ads need not be non- 

sensical in order to achieve effects that 
are distinctive. 


ardization.” But I don’t understand why 
she picks on corn flakes as a horrible ex- 
ample of standardization. I call her atten- 
tion to the advertising of Kellogg’s Corn 
Flakes. Leo Burnett Co. is producing cam- 
paigns for this product which are fresh 
and original and delightful—yet at the 
same time sensible, revelant, and right to 
the point. 


On the Merchandising Front... 


How Famous Is a 


By E. B. Weiss 
Merchandising Consultant 

Perhaps one of the strangest quirks in 
a business function that is still rather 
loaded with oddities is the total inability 
of the business of advertising to come up 
with anything remotely resembling a 
definition of what constitutes a “nation- 
ally advertised” brand, or a “nationally 
known” brand, or a “well-known” brand, 
or a “famous” brand. 

This situation wasn’t primarily of the- 
oretical concern even before the discount 
operation became a dominant factor. But 
now, with even our so-called “legitimate” 
retailers featuring “discount” promotions 
(there are no more “bargain sales,”’ you 
know), and with these discount promo- 
tions offering “famous” brands “whose 
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THE LEGEND—This inviting color page is 

completely unlike the advertising done by 

competitive pancake mixes. It is more or 

less a repeat of the copy theme that did 

so much for Aunt Jemima more than 30 
years ago. 


I am intrigued by this lady’s pert and 
pithy letter. But, after digesting it, I am 
still opposed to goons and other such 
nonsense in advertising; it is fairly easy 
to produce advertising that is fresh and 
eye-catching and dramatic without using 
the infantile and allegedly humorous de- 
vices so much in vogue today. And I still 
have faith in the power of repetition. 


‘Famous Brand ? 


name we cannot divulge in this adver- 
tisement,” the situation becomes one of 
still more practical concern. 

For the discount operation, this situa- 
tion is made to order. However, it isn’t 
only the discount operator, in his innum- 
erable guises, who makes “nationally 
known brand,” and its many derivatives, 
a somewhat misleading claim; our more 
established merchants are not immune to 
the same temptation. 


= For example, late in February, Macy’s, 
New York, ran large advertisements of- 
fering an unnamed “famous” brand of 
%4 hp air conditioner for $169—a consid- 
erable reduction from list. Gimbel’s, New 
York, also ran large advertisements of- 
fering another “well-known” brand for 
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Advertising Age, June 27, 1955 


$159. (I should add, parenthetically, that 
Macy’s promptly dropped its price to 
$159!) 

What was the air conditioner featured 
by Macy’s? The Petro. 

What was the air conditioner featured 
by Gimbel’s? The Perfection. 

Now I have no concrete figures on the 
total national or even local advertising 
budget put behind the Petro or the Per- 
fection air conditioning units by their 
manufacturers. I suspect that, as applied 
to their air conditioning units, the adver- 
tising budgets of these two brands would 
hardly rate as strong advertising invest- 
ments in this particular category of ap- 
pliances. And I know that, as a shopper 
who reads advertising somewhat more 
carefully than 99% of the general public, 
if I had been asked to name the “famous” 
or “well-known” or “nationally adver- 
tised” brands of air conditioners, I surely 
doubt that the names Petro or Perfection 
would have occurred to me. Would they 
have occurred to you? 

I willingly admit that these two names 
may, indeed, be well known in other 
realms, although I have no information 
on this point. But the point I am making 


is that, when the shopping public reads 
in an advertisement that a store of the 
Gimbel or Macy type is offering a “fam- 
ous” brand, or a “nationally-known” 
brand, or any of the other derivatives 
that convey the impression to the shopper 
of “nationally-advertised” brand, the 
shopper tends to think of such names as 
Philco, General Electric, etc., etc. And I 
suspect that those who frame the adver- 
tising quite calculatingly hope and expect 
that this is what the public will conclude. 

Whether anything can ever be done to 
rate the “fame” of “famous” names, or in 
any other way to bring a semblance of 
order out of this entirely chaotic situa- 
tion, is something I am not very sanguine 
about. And I take that pessimistic atti- 
tude with the greatest reluctance—be- 
cause there is little question that this in- 
ability to arrive at anything resembling a 
definition of a “known” or “famous” or 
“nationally advertised” brand leaves a 
loophole for the nimble operator wider 
than the proverbial barn door—and since 
I have several big barns on my farm I 
have a healthy respect for the size of 
barn doors! 

Any suggestions? 


Looking at Radio and Television... 


Peeking and Eavesdropping 


By The Eye and Ear Man 

As frequently predicted here and in 
the private agency-client television sem- 
inars, the fatalities in television are man- 
ifest. This fall will see problems caused 
by once-favorite properties. Drooping 
are: Meet Millie, Our Miss Brooks, Loret- 
ta Young, Dear Phoebe, My Little Margie, 
Mr. Peepers, Stage Seven, Halls of Ivy, 
See It Now, Fireside Theater, Armstrong 
Circle Theater, Danger, I Married Joan, 
The Millionaire, Ray Milland, Justice, 
Public Defender, Topper, Red Buttons, 
Horace Heidt, So This is Hollywood, 
Imogene Coca, Donald O’Connor, Pro- 
fessional Father, My Favorite Husband, 
Willy, and others. In the daytime there 
is an equally imposing list of casualties 
to join the “What ever happened to Kyle 
MacDonnell?” school. 

Some of these shows may emerge, but 
most will fall by the wayside already 
cluttered up with once-top-favorites. The 
significance of this observation is not the 
gleeful chuckles that follow a wake but 
a clear objective evaluation of the haz- 
ards of buying a television program. 

Buying a hit program is an impossibil- 
ity. No one knows what a hit show is. If 
he did he wouldn’t have to work for a 
living. Even the most expert expert often 
fails to bat better than .500. And even 
when the lucky guess is right, the clue 
is to wait and guess when the hit prop- 
erty is burned out. 


= The greatest fatalities seem to be in 
the shows that rely on a strong personal- 
ity and especially a comic. The greatest 
sin seems to be appearing too often. A 
Martin and Lewis can still command a 
vast audience by appearing about six 
times a year. A Martin and Lewis trying 
an every-week show would be by now 
about as appealing as Red Buttons. 
Does this, then, presage a new form of 
programming and buying television? The 
answer is probably “Yes.” The trend 
toward the use of spectaculars as a maga- 
zine type of advertising would seem to 
indicate that. The breaking into regular- 
ly scheduled programs for extraordinary 
types of programs will be more common- 
place next year. And everyone will bene- 
fit. The advertiser who is pre-empted 
will get a credit which he can apply 
against an extension of his regular tele- 
vision campaign. The public will get a 
change of pace and the regular program 
will get a breather which may add to 


its life expectancy. 

Even the indefatigable Milton Berle, 
seeing the ugly handwriting on the wall, 
has decided to cut back on the number of 
programs he is going to do next year. 
Despite the statistical evidence to the 
contrary, there is a going trend toward 
replacing a regular series with another 
type of program in the summer instead 
of repeating old shows of the same pro- 
gram. Desi Arnaz was one of the fore- 


runners of this theory when he allowed . 


as how he would rather have the viewers 
breathlessly awaiting the new fall Lucy 
series than have a lot of them muttering 
about seeing tired old repeats all sum- 
mer long. 


® All of this leads, alas, to no axiom. 
Television continues to be a fast-moving 
medium, and the advertiser must be alert 
to reflect the changes with expedient 
buys and must maintain maximum flexi- 
bility at any time. 

There is one fact that seems to emerge 
which may be useful: The time franchise 
is the only stable commodity in this wild 
game of programming. Time franchises 
reflect people’s living habits. Programs 
come and programs go—even the best— 
but 9 or 9:30 p.m., E. T. over the years still 
is the best place for your changing pro- 
gram schedule. To latch on to one of 
these prime times and hold on like a 
leech is the principal rule of succeeding 
in television. Maintain the entire exclu- 
sive franchise if possible or at least get 
a half-partner share with as much control 
as possible. 

When the advertiser gets this fran- 
chise he must then recognize that to be 
successful he must reach everybody. He, 
therefore, is more often than not a bad 
judge of programs. What he likes, as- 
suming he is in the upper income and 
better-educated group of leaders, cer- 
tainly will rarely appeal to the mass 
audience he hopes to command. Divorce 
your personal likes and dislikes from a 
program decision, if you can’t leave that 
decision up to the experts with the full 
understanding that only the ratings will 
be the final determinant of success. 

Television is indeed a crap shoot. It 
is grandly rewarding when it pays off 
and very depressing when it fails. But, 
cheer up. Chances favor your program 
reaching seven million homes next year, 
if it is telecast between 8-11 p.m. At any 
rate, that’s what the median show will 


look like next January. Meantime main- 
tain your franchise and hope that your 
new show works. 

Editor’s Note: All entertainment busi- 
ness is said to have a short memory. No 
branch of it, apparently, has a shorter 
memory than the newest branch, tele- 
vision. At least this story reinforces 
that view: 

The question seems to be who is Kyle 
MacDonnell, not how do you spell her 
name. 

AA called CBS for the correct spelling. 
CBS Information said with a who-is-that 
inflection, “A Kyle McDonald is on a 
program here?” CBS program informa- 
tion said the same thing, and added, “The 
name isn’t listed in Radio Registry. You 
might try another network.” 

NBC information asked, “What depart- 
ment is Mr. Kyle McDonald with?” NBC 
program information said, “It’s spelled 
Kyle MacDonald. She substituted for 


Janis Carter on ‘Feather Your Nest’ some 
time ago. Try NBC casting or ‘Feather 
Your Nest’ itself.” NBC casting didn’t 
answer. 

The switchboard at “Feather Your Nest” 
said, “She did a show for us once when 
Janis Carter was sick two days. The spei- 
ling is Kyle MacDonnell on the forms. 
Try Charles Kinney, casting director, 
William Esty agency, to be sure. They got 
her for us.” 

Kinney said, “Our cards have Kyle 
MacDonald.” Asked to check the spelling, 
he did and called back, “It’s Kyle Mac- 
Donnell. I got it from her agent, Baum- 
Newborn.” 

Baum-Newborn said, “She just com- 
pleted eight weeks in ‘South Pacific’ at 
Lambertville, N. J., and is doing musical 
comedy stock around the country this 
summer, playing St. Louis, Dallas.’ 

She was on the cover of Life, May 31, 
1948. 


Saturday at the BAY! 


Looking at the Retail Ads 


Trim your build and smarten your wardrobe 
with the eye-catching good looks of a sport 


Ot Oe Owe Gage eres om pas Og Se p 
Be ee ent ee 


yy 
aH 

HE 

447 

ity 

i 

i 


i 


fn 
i 

I i 
ih 
Br 
Ti 

+ 

—s 
o 

- 


H 


| 


ee 
ree he ommeerhd eotmetien af Same 
i - 


Way, 


cae hc eth ant meh tanger, cae be wnt 4 
ent ried to setrerinn, eet et te en eerie. { 


jacket that features newest color blends! 


‘ae bri ing to your windows sed rooms with the spee- 
eat ee a ayon cats, 2 tf, «sae to it your windows! 


i aN 


At the BAY Theredey 
Even the lightest color is practical 
< when you wear a nylon shortee! it washes 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

The clips shown here are from a store 
that’s doing about as consistent a job of 
really trying to use advertising to sell 
merchandise and serve the public—as 
any store on the American continent. 

The city is small; the newspaper rate 
is very high relatively; space must be 
husbanded. 

So the ads are not very goodlooking. 
They would make some U. S. (and 
Canadian) advertising people a little ill. 
For many ad people judge advertising 
solely by appearance. 

But the people who create this stuff 
have no illusions about the purpose of 
advertising. Both the ad people and the 
management believe you use advertis- 
ing to sell merchandise. And instead of 
relying on price alone for copy, which is 
a quite common procedure in both the 
U. S. and Canada (among stores where 
art and art alone is god) these people 
use good headlines and copy, and lots of 
both. 

This is the Hudson’s Bay Co. store in 
Victoria, B. C. This advertising must be 
rather exciting and agreeable for Victor- 
ians to read. 

One of the secrets of successful ad- 
vertising lies in getting store buyers and 
ad people and management to under- 
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stand that advertising is not directed to 
the public. Every ad is directed to only 
a segment of the public, the segment that 
is prospective. 


® This store has learned that. A great 
store in the states that works pretty 
much on the same theory is Hudson’s in 
Detroit. Their ads, except in special 
programs for fashion prestige, are apt 
to look crowded. Illustrations are smaller 
than most stores use. They use more 
copy per column of advertising than 
most stores. They rarely win the national 
department store prizes that dilettante 
judges give to dilettante ad creators for 
pretty ads that make nice scrapbooks, 
but high advertising percentage figures 
against direct sales. They have one of the 
best volume and profit pictures in the 
U. S.—consistently. Their markdown fig- 
ure turns other great merchants green 
with envy. Good advertising has some- 
thing to do with it. 

When ad people begin to advertise to 
impress the prospect instead of the 
judges of department store advertising 
competitions, any store gets a big break. 
If store executives would look at the 
“awards” hanging in their ad depart- 
ments and realize how much they have 
cost the store in potential volume that 
was foregone for prettiness, they would 
likely never again tolerate the high price 
of fancy framed awards. 
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Pay Tv Has Been 


Broadcasting s 


Biggest Issue So Far This Year 


(Contnued from Page 1) 
—Zenith Radio Corp. (through| 
Teco Inc.) Skiatron TV and In-| 
ternational Telemeter Corp. Their 
rear-line forces include some u.h.f. 
operators, sports impresarios and 
Hollywood interests. 

The opposition is spearheaded by 
the American Broadcasting Co., 
Columbia Broadcasting System) 
and the National Broadcasting Co. 
Among their allies are the Joint 
Committee on Toll Tv, a group of 
motion picture exhibitors, and ma- 
jor telecasters. 

The Federal Communications 
Commission, which has the job of 
deciding whether pay television 
shall be authorized, has been get- 
ting more mail than Arthur God- 
frey and Liberace combined. The 
deadline for comments from active 
participants has passed. Now they 
have a couple of weeks left in 
which to comment on one another’s 
comments. 

Would-be subscription tv oper- 
ators claim that pay television will 
raise the medium to new program- 
ming heights, while the opposition 
insists it will destroy the tradi- 
tional American system of free 
telecasting. 


® This argument is not likely to 
be settled soon. The commission 
adjourns for vacation during the 
month of August. In September 
the staff will begin sorting through 
the volumes of verbiage. The odds 
are that a date will be set for a 
hearing to start in the spring. 

On the other hand, it may be de- 
cided that the commission does 
not have jurisdiction because of 
the scope of the problem, in which 
case the fate of toll tv will rest 


with Congress. 


The raging battle has already 
spread to the halls of the House 
of Representatives. This week 
Congressman Emanuel Celler (D., 
N. Y.) asked Congress to prohibit 
subscription television; a few days 
later Congressman Frank Chelf 
(D., Ky.) made a speech insisting 
that the people should be given 
a chance to speak their minds on 
the subject. 


Color. . . Where Is It? 


Another subject—color tv—has 
not caught on well enough with 
the public yet to cause any great 
stir. Despite the reams of publicity 
collected by the color specs last 
year, papa doesn’t seem to be in 
a hurry to run right out and buy 
a set. This may change when the 
promised bigger screens get into 
the stores—and at a price the 
average breadwinner can afford. 

Meanwhile, colorcasting has 
practically vanished from the net- 
work schedule for the summer 
months. The only regular color 
show you could hope to see if you 
did have a set during the warm 
months is the “Producer’s Show- 
case” (Ford and RCA on NBC); 
CBS’ tint shows are off for the 
summer; DuMont’s “Sunday Sup- 
plement” has signed off while the 
network’s color equipment is be- 
ing checked. ABC has been—and 
still is—sticking strictly to b&w. 

Both Columbia and NBC have 
announced augmented color sched- 
ules for fall, however. J. L. Van 
Volkenburg, president of CBS Tcle- 
vision, promised affiliates at least 
two weekly colorcasts in the fall 
in addition to the monthly “Shower 
of Stars,” which will be back for 


The NATIONAL TOY JOBBER—Quick, sure way to get toy distribution. 
Circulation includes 6,500 toy wholesalers, 2,000 toy manufacturers, 
600 sales reps. The only trade paper giving blanket coverage of the 
wholesale toy field, manufacturers and reps. All ads keyed to Reader 


Service Card. 


SOUTHERN TOY JOURNAL—Over 4,700 circulation in the big 14- 
state Southern toy market covering all retail, chain, dept. store 
wholesale outlets. Read and supported by all Southern toy people. 


P.O. Box 4411 
Pine & Luckie Sts. 


Atlanta, Ga. folder oy 
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«5 45 Fifth Avenue 
New York 17,N.Y. | 
Murray Hill 7-6865 


Chrysler. A series of ten Saturday 
night “Specials” (CBS’ word for 
spectacular) has been sold to Ford. 
Some of these shows will be in 
color as will some of the “Omni- 
bus” productions. 


® NBC will let the kids see the 
color of Howdy Doody’s flaming 
hair and freckles. Part of the 
college football series—General 
Cigar and Schick are the first 
sponsors signed—will be in tint. 
The same will be true for the 
Sunday Maurice Evans (Hall- 
mark) dramas, the NBC operas 
and such Telementaries as “Proj- 
ect 20” and “Wide Wide World.” 

This is in addition to last year’s 
schedule of Sunday, Monday and 
Saturday night monthly specs. 
Oldsmobile .returns as Saturday 
night sponsor; Ford and RCA, as 
mentioned above, stay with the 
Monday period throughout the 
summer. Available in smaller 
pieces this year under a plan called 
Color Spread, the Sunday night 
show is sold out through Decem- 
ber, 1955. 


Sponsors Get Shoved 


Despite rumblings of discontent 
from advertisers and agencies who 
grumble about the network’s take- 
this - show -if - you- want-this-time 
policy, there are no signs of a 
sponsor revolt. Even Procter & 
Gamble, which made a fetish of 
controlling its programs in the 
heyday of radio, has been buying 
in on established shows as a co- 
sponsor. 

A big program shakeup is now 
on—CBS has said that half of its 
shows will be new in the fall— 
but the networks in many cases 
have forced the change. In at least 
one instance a sponsor got the 
news that his show was being re- 
placed from a third party; how- 
ever, his time spot is a good one 
and he is staying with it—and the 
new show. 


® If the question of cost—Jackie 
Gleason size or any other—is get- 
ting sponsors down, they have yet 
to show it. Many advertisers are 
changing times or programs, but 
few are dropping out of network 
tv. There have been some cutbacks, 
notably by Philip Morris, which 
gave up the top rating “I Love 
Lucy.” 
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Here, in outline, are the publishing policies of DESIGN NEWS 
@ NEWS Reporting of Technical Design Developments by 

e A World-Wide Staff of Editors and Correspondents 
@ Staff Writing and Interpreting of these World-Wide NEWS Reports 
@ Semi-monthly Publishing for ‘‘liveness’’ of NEWS 
@ A Format that provides MAXIMUM VISIBILITY for Advertising 

@ A TOUGH Circulation Policy—100% request— 100% verified every year 


ROGERS PUBLISHING COMPANY - New York + Cleveland - Detroit 
Chicago + Los Angeles + Executive Offices: Englewood, Colorado 
Publishers of DESIGN NEWS and its “Partner in Progress” PURCHASING NEWS sms 


Canada + South Africa « Japan...REPORTS NEWS OF TECHNICAL DESIGN DEVELOPMENTS——— 


Growing Recognition 


for their products and services in the 
huge Original Equipment Market... 
inquiries that are exceptional in quan- 
tity and character...such sales- 
building results stem from publishing 
concepts and policies that create 
Intensive Readership. 


Exceptional Results 
accrue to the hundreds 
of manufacturers 

who advertise in 


DESIGN NEWS 


And whether or not advertisers 
find it distasteful, the magazine 
concept of tv sponsorship appears, 
to be firmly entrenched. Anybody | 
who watches “Tonight” (NBC) on| 
a Friday when the entertainment 
sometimes gets lost in the log) 
jam of minute participations can’t 
help being convinced that there 
must be a lot of advertisers who 
are sold on the idea. 


Here Comes Hollywood 


Most important new force loom- 
ing on the programming front is 
the motion picture industry. The 
big motion picture studios have 
decided that if they must live with 
television, they might as well make 
some money out of it. Like every- 
body else they have heard the 
story of Walt Disney and a Ten- 
nessean named Davy Crockett. 


® This fall all the major motion 
picture studios will be more or less 
in the tv production business. ABC, 
which already has 68% more video 
business on the books for the 1955- 
56 season than the company grossed 
on the tv network in 1954, will 
air a Warner Bros. hour produc- 
tion and an MGM half-hour show 
weekly in the fall. General Elec- 
tric, Liggett & Myers and Monsanto 
Chemical will co-sponsor the War- 
ner series; American Tobaeco and 
General Motors are expected to 
present the MGM package. 

Twentieth Century-Fox will pro- 
duce a twice-monthly hour tele- 
cast for General Electric (CBS- 
TV), and Paramount Pictures, 
through York Pictures, which it 
owns with Dean Martin and Jerry 
Lewis, is staging the “Colgate 
Variety Hour” (NBC). 


Radio Reviving? 


Radio has been showing signs 
of new life in 1955. Loudest noise 
was made by NBC, with its grand- 
stand play for “Monitor,” the new 
weekend service. But the biggest 
checks were still being picked up 
by CBS, which is well ahead of 
the field in the billings competi- 
tion. The hottest race is for second 
and third place in the network 
business standings, with ABC 
breathing down NBC’s neck. 

While NBC is breaking with 
tradition in selling “Monitor” in 
pieces ranging from six seconds 
up, Columbia has been going in 
the opposite direction by staging 
a revival of the “old fashioned” 
hour broadcast. Woolworth and 
Amoco have joined Kraft as spon- 
sors of a full-hour show. “‘Monitor” 
started fast with a strong lineup 
of advertisers. 


® The two front running networks, 
however, have one thing in com- 
mon. They both have suffered a 
major blow from the country’s 
No. 1 ad spender, Procter & Gam- 
ble. The soap maker is dropping 
two NBC and three CBS strips 
as of July 1. Columbia has already 
signed a new sponsor for one of 
these for two days a week. 

The two biggest chains are alike 
in another respect. They both have 
recently gone through top level 
management changes. Arthur Hull 
Hayes came from the West Coast 
to replace the retiring Adrian Mur- 
phy as president of CBS Radio. 
When William Fineshriber Jr. re- 
signed as v.p. in charge of the NBC 
Radio network, Robert Sarnof?, 
exec. v.p., took over his duties. 

ABC’s biggest catches of the cur- 
rent season were Texaco and Chev- 
rolet. Texas Co. bought ABC’s 
weekend saturation news packages 
—22 five-minute newscasts—for 33 
weeks. Chevrolet became the first 
major automobile manufacturer to 


buy daytime network radio when | 
it joined Don McNeill’s list of 
“Breakfast Club” sponsors. The 
purpose: To get housewives out to 
look at the new Chevrolets, 
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Mutual Broadcasting System 
made a hit with time buyers by 
putting out a simplified rate card 
—with a single rate for day and 
night time and a single discount 
based on dollar volume. For adver- 
tisers the revised rates, effective 
in July, mean a reduction of up to 
25% for evening time, in some 
cases. Daytime remains about the 
same. 

CBS also is considering stream- 
lining its rate structure and will 
probably use the single rate as a 
way of doing it. ABC already is on 
a single rate basis. 

There is a good indication that a 
lot of those vanishing network dol- 
lars are going into spot. Last year 
the Station Representatives Assn. 
estimated that national spot radio 
grossed $130,000,000—or slightly 
above the 1953 figure. This year, 
the association says business looks 
to be as good as it was in 1954. 

As any radio listener can tell 
you, virtually everybody seems to 
be singing about a product these 
days. Hunt’s tomato sauce is cred- 
ited with doing for Songstress 
Peggy King what Walt Disney did 
for Davy Crockett. 


® An expanding Radio Advertising 
Bureau is out helping stations beat 
the bushes for new customers—be 
they Joe’s corner grocery or Gen- 
eral Foods—and apparently suc- 
cessfully so. Quality Radio Group 
of 35 high-powered stations is put- 
ting together an assortment of 
taped shows for fall, which it hopes 
will have advertiser appeal. 

But what of the future? Can four 
networks survive in the face of 
constantly declining revenues? Will 
some or all of them decide that life 
is too short to struggle to retain 
the fickle fancy of Mr. Sponsor? 
Will they then take the easy way 
out by dropping network service 
and concentrating on their owned 
stations where they can be sure of 
making money? Or will they mere- 
ly change the nature of their oper- 
ation by giving up lines for tape 
or by switching to a program serv- 
ice furnished to stations on a fee 
basis? 

Anybody want to make a predic- 
tion? 


Research ... All Quiet 


Research, the section of the 
broadcasting business which usual- 
ly produces a lot of fireworks, has 
been exceptionally quiet during 
most of this year. 

After the reverberations that 
followed the release of the Adver- 
tising Research Foundation’s sug- 
gested standards for radio-tv rat- 
ings died down, there hasn’t been a 
sign of a real old fashioned name- 
calling controversy. 

There was a minor flareup when 
the Station Representatives Assn. 
criticized the new Nielsen local 
ratings in Los Angeles and Phila- 
delphia for short-changing radio 
due to inadequate sample size. De- 
spite this salvo, Nielsen is now pub- 
lishing local radio and tv ratings in 
more than 50 markets, The compa- 
ny also has heeded radio’s pleas 
and incorporated the “auto-plus” 
in its network radio measurements. 


® Months before this service made 
its appearance, Pulse Inc., the pio- 
neer in measurement of out-of- 
home listening, satirized the poten- 
tial competition with a cartoon of 
a heavily bandaged man in a hos- 
pital explaining to his friend, “I 
was filling in my car Audilog.” 
(Nielsen auto diary, to the non- 
researchers! ) 

However, such outbreaks were 
sporadic. For the most part the last 
few months have been an era of 
good will, with competitors more 
inclined toward cooperation than 
squabbling. Most notable step in 
this direction was a _ working 
agreement between one of the old- 
est and one of the newest names in 
the field—C. E. Hooper Inc. and 

(Continued on Page 50) 
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Retailers choose LIFE 


r\I] 
the Nail merchandising medium 


What media symbol do the retailers of America use most often 
to promote manufacturers’ brands to the public? 


An examination of the presentations which won the 1954 
Retailer-of-the-Year Awards shows ADVERTISED-IN-LIFE was 


used 214 times more often than all other magazine tie-ins com- 
bined. Here are the figures... 


No. of magazine tie-ins* 


Loe 5 0 Re Oo 0 BCE ee 851 
Saturday Evening Post... 103 


Better Homes and Gardens 38 
Good Housekeeping 33 
Mademoiselle ... | 20 


Oe . 64's « 20 
ME inte 6 ol O's 14 
Glamour......-. 1] 


24 other magazines 86 
*Source: Joseph A. O'Connor & Co. 


Why LIFE is the retailer’s Nail selling partner... 


More people buy LIFE each week than any other magazine . . . over 5,649,000 copies 
More people read LIFE . . . 3 out of every 5 Americans over the age of 10 in the course of 13 weekst 


More advertising dollars are invested in LIFE than in any other magazine . . . $114,035,747 in 1954; $25,541,228 
in the first quarter of 1955, 6% ahead of LIFE’s Ist quarter in 1954. 


tA Study of Four Media (1953), by Alfred Politz Research, Inc. 


ADVERTISED IN 


America’s most significant <elling symbol 
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This is San Francisco... 


where KCBS has “coverage that counts !” 
Count the mail received by KCBS personality programs 
and you find pulling power, response in direct 


proportion to our Northern California population. 


KCBS 


50,000 WATTS 


Represented by CBS Radio Spot Sales 


The lig 


refres 


ROTATABLE FACING—This painted bulletin is one of 
seven designed by Reed Springer, Foster & Kleiser, 
Los Angeles, which will rotate among bulletin spots 
in the company’s L. A. plant, Shown with the bulle- 
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tin are Jack Runyon, Biow-Beirn-Toigo, Los Ange- 
les; Don Kendall, Pepsi-Cola v.p.; Dick Gustave, 
president, Pepsi-Cola Bottling Co.; Tulare, and Rob- 
ert Leonard, Foster & Kleiser’s L. A. sales manager. 


Hegarty’s New Book 
Tells How to Pep 
Up Sales Meetings 


NEw York, June 21—Some time- 
ly tips on how to sell salesmen at a 
sales meeting are found in this 
new book, “Making Your Sales 
Meeting Sell,” by Edward J. Heg- 
arty, director of sales training, 
electrical appliance division, West- 
inghouse Electric Corp. The book 
sells for $4 and is published by 
McGraw-Hill Book Co. 

Mr. Hegarty lists several tech- 
niques for running large and small 


‘meetings and covers every step, 


from deciding what you want your 
meeting to accomplish to the fine 
points of sending your audience 
away with your ideas clearly in 
mind. 


w The author tells how to prepare 
programs, write and deliver 
speeches, use visual and demon- 


stration materials, and gain audi- 
‘ence participation. He places par- 


ticular emphasis on the importance 
of ideas for enlivening meetings 
and tells where to get ideas and 
how to use them to keep the audi- 
ence interested. 

In addition, Mr. Hegarty empha- 
sizes current trends toward audi- 
ence participation, role-playing, 
and group-run activities, with sug- 
gestions for working them into 
sales meetings. 


CBS Radio Spot Boosts 
Dooley: Names Swearingen 


Robert M. Dooley, with CBS 
Radio Spot Sales, New York, since 
December, has been promoted to 
an account executive. He succeeds 
Henry W. Maier Jr., who resigned 
to join Crook Advertising Agency, 
Dallas, as marketing director. 

George R. Swearingen Jr., for- 
merly manager of the Atlanta of- 
fice of Weed & Co., has been ap- 
pointed manager of the Atlanta 
office of CBS Radio Spot Sales. 
Mr. Swearingen is succeeded at 
Weed by George L. Griesbauer, 
previously sales manager of 
WTTG, DuMont television outlet 
in Washington. 


Hughes to Hoffman-Manning 

Nancy Bryan Hughes, formerly 
with Marvin Sherres Inc., has 
joined Hoffman-Manning, New 
York, as copy and publicity 
director. 


now... NE AGitey 
and KA KOGERS 


first run films on... 


‘TRAILTIME ! 


Gene Autry and Roy Rogers full-length feature 
films, (the best Westerns ever made) are Pons — 
being shown for the first time in this area on Tom y 
Chase’s ever-popular “Trail Time” program! Yai s - \ 
“Trail Time”, long the number one rated local 


daytime show in the Omaha-Iowa area, 
can’t help be even better now! 


In the last “Hooper Roundup” . . . 

“Trail Time” drew a whopping 35.0 rating 

... the opposition—8.5! 

Let Tom Chase . . . Roy Rogers. . . and 

Gene Autry ride herd on your product and put 
it in an average of 108,500 homes 

reached daily by “Trail Time”! 

Contact Fred Ebener, Sales Manager, or your 
nearest Blair TV man for availabilities. 


WW) OW Be ie 


CBS @ NBC 


TOM CHASE 
Ranch Boss on “Trail Time.” 
another of WOW-TV’s proven 
“ON THE AIR SALESMEN” 


Max. Power . 


Affiliated with “Better Homes & Gardens’ and “Successful Farming” Magazines 
A Meredith Station @ Frank P. Fogarty, Vice-Pres. & Gen. Mgr, 
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Advertising Age, June 27, 1955 


Danish Gallup Group 
Completes Survey 
of Denmark Market 


COPENHAGEN, June 22—Relief is 
at hand for admen who have been 
thirsting for market data on Den- 
mark. 

The Danish Gallup Institute here 
has completed a massive survey of 
the Danish market for the Ber- 
lingske group, publisher of three 
weekly magazines and three news- 
papers, including Berlingske Ti- 
dende, Denmark’s largest circula- 
tion daily. 

The survey, conducted between 
1950 and 1953, is based on inter- 
views with 12,500 persons and it 
brings to light a wealth of infor- 
mation about the living habits of 
the 4,250,000 Danes. 


® The results have been published 
in a 170-page report, available 
with a 20-page English supplement 
containing a glossary and index. 
The supplement enables any 
reader of English to find his way 
about the report with little dif- 
ficulty. 

The survey, which has been wel- 
comed enthusiastically by admen 
here, covers a multitude of sub- 
jects. Respondents were asked 55 
questions, and thereby provided 
a comprehensive guide to this 


market. Some of the highlights 
are: 


® 70% of households have an an- 
nual income of less than $1,450 a 


year, only 5% earn more than 
$2,800 a year. 


© 37% 


of the adult population 
smoke. 


© 30% of households have a bath, 
but only 28% have hot running 
water (which presumably leaves 
2% with cold baths). 


e 95% of the population have in- 
surance. 


© 78% cook by gas. 


© 15% of adult men use an electric 
razor. 


© 91% have radios. 


© 28% have refrigerators. 


® Kaj B. Hessov, a Danish adman 
with a keen sense of humor, re- 
viewed this survey for Dansk Rek- 
lame, organ of the Danish Adver- 
tising Assn., and among his ob- 
servations were: 

“To the shaving-ritualist, who 
since his school days invariably 
has finished the morning shave 
with spirit, cream and powder, 
without which his day would have 
been doomed to inactivity and 
catastrophe, the table on page 129 
is simply abominable. Only 36% 
of Danish men use shaving spirit 
(after-shave lotion). Cream is not 
mentioned at all. Talc is used by 
only 5%. 

“What perspectives to sellers and 
advertising agents. People need 
enlightenment and education. I do 
wonder if this nation of neurotics, 
suicides, losers of international 
matches and phantom-ridden mini- 
ature gangsters, into which we 
have gradually developed, will be 
reborn to new and great achieve- 
ments by a nationwide introduc- 
tion of refreshing and clean morn- 
ing ritual: spirit—cream—pow- 
der.” 

Admen interested in looking at 
the survey or obtaining copies 
should apply to Joshua B. Pow- 
ers Inc., New York, advertising 
representative of the Berlingske 
publications. 


Leifer to Fiore & Fiore 


Stanley J. Leifer has joined 
Fiore & Fiore, Jersey City, as 
director of marketing and mer- 
chandising. He formerly was ad- 
vertising manager of Vitamin Corp. 


Packaging Council Elects 

A. S. Roberts, North American 
Co., Philadelphia, has been elected 
president of the Forest Products 
Packaging Council, a group com- 
posed of representatives of indus- 
tries and government agencies in- 
terested in commodity packaging. 
Other new officers are E. H. Van 
Wagen, General Motors Corp., De- 
troit, v.p., and W. K. Kruger, 
Forest Products Laboratory, Madi- 
son, Wis., secretary. 


Milwaukee Marketers Elect 
James Costello, Bert S. Gittins 
Advertising, has been elected pres- 
ident of the Milwaukee Industrial 
Marketing Assn. Other officers 
elected include Martin Kachigan, 
Ladish Co., v.p.; Elmer Whitson, 
Ampco Metal Inc., secretary, and 
Earl Holsen, Frank H. Bercker 
Studios, treasurer. 


Leon Co. Joins Four A’s 

S. R. Leon Co., New York, has 
been elected to membership in the 
American Assn. of Advertising 
Agencies, New York. 
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total grocery lineage in 1954, The Blade led 


all newspapers in Ohio’s 7 major markets, with a gain of 243,666 
lines over 1953. Total daily and Sunday lineage was 


3, 


348,267 


The reasons, of course, may be found in the buying ability and 
desire of Blade families, the exceptional Blade coverage of its 
market, and the lively, enthusiastic local marketing support 


The Blade provides its advertisers. 


‘TOI EDO BI WADE Daily and Sunday 


*Source: Medfa Records 


TOI! EDO Tl M ES Morning 


Represented by Moloney, Regan and Schmitt, Inc. 


STANDARD RATE 
AND DATA SERVICE 


OUNCES 


that effective with the issue of June 27, 1955, 


Consumer Magazine Rates and Data will be 
organized so as to group magazine listings 


by editoria/ interest for greater ease of use. 


This new arrangement is in no sense intended to 
“pre-select” or “evaluate” magazines. That is the 
buyer's work. Grouping publications with common 
editorial interests, properly cross-indexed by 
classifications, presents our subscribers with greatly 
improved opportunity for comparison. The new format 
will apply also to the listings of farm publications 

and export consumer magazines. 


This simple classification system, which does not 
conflict with methods used by SRDS subscribers in 
evaluating and selecting magazines—will better serve 
the interests of both those who buy magazine space 
and those who sell it. This has already been confirmed 
by the many agency people who have seen 

the “pilot” issue. 


LRDE 


STANDARD RATE & DATA SERVICE, INC. 
The National Authority Serving the Media-Buying Function 
Walter E. Botthof, Publisher «1740 Ridge Ave., Evanston, Ill. 
Sales & Service Offices: New York - Evanston: Los Angeles 
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Pay TV Has Been 
Biggest ‘55 Issue 


for Broadcasting 


(Continued from Page 46) 
American Research Bureau. They 
agreed that Hooper would stick to 
radio and ARB to television. 

In April ARB published its 
“Abilene to Zanesville” report 
showing who covers what in 140 
smaller tv markets. Coverage fig- 
ures for all the stations in the area 
were included. ARB _ publishes 
monthly reports in 70 major mar- 
kets. 


@ Last week Hooper and ARB 
joined hands with a third compa- 
ny, Broadcast Advertisers Reports, 
in a new venture. This service is 
saddled with the unwieldly title of 
Monitored Commercials with Audi- 
ence Ratings and is designed to 
show how various brands are doing 
competitively in radio and sales- 
manship. Nielsen took an option to 
buy Broadcast Advertisers Reports, 
a Darby, Pa., monitoring service, 
in late 1954, but never exercised it. 

Elsewhere on the research front: 

A. C. Nielsen trekked to England 
to get his service going in time to 
produce audience measurements 
for commercial video when it kicks 
off in Britain this fall. The slide 
rule expert suggested that British 
tv base its charges on cost per 
thousand homes—a_ suggestion 
which hasn’t picked up much vocal 
support yet. 

National Broadcasting Co. made 
a strong case for tv on the basis of 
a before and after television study 
in Ft. Wayne, Ind. This material 
served as the inspiration for a top- 
notch promotion film called, 
“Strangers into Customers.” 


® Three stations represented by 
the Henry I. Christal Co.—WJR, 
Detroit; WHAS, Louisville, and 
WGY, Schenectady—treleased a 
sequel to the Politz 1953 study 
showing radio’s impact in televi- 
sion markets. 

Biggest stir was made by a 
Chicago Tribune presentation at- 
tacking video. This drew answer- 
ing fire from the Television Bu- 
reau of Advertising, which charged 
the newspaper with dishing out 
“some of the world’s greatest non- 
sense.” 

Sindlinger & Co. was quietly 
making plans for a new broadcast 
measurement service modeled after 
the studies he has been conduct- 
ing in 31 markets for the motion 
picture industry. He will aim at 
gauging the impact of commercials 
as well as providing information 
about the viewers’ reaction to the 
show. This service is expected to 
be offered in Oklahoma and Texas 
by the end of July. 


Circulation, Anyone? 


One major broadcast research 
project remains in a state of sus- 
pension. Since 1953, the National 
Assn. of Radio & Television Broad- 
casters has been considering a tv 
circulation measurement technique 
recommended by Dr. Franklin 
Cawl, The how’s of this system 
have not been revealed though it 
uses mechanical gadgets. 

Alfred Politz was assigned to 
make a methodology test on the 
system. His report was delayed 
when some of the mechanical 
equipment broke down, but the 
NARTB research director expects 
to see the results of the field test 
by July. 


® Meanwhile, there is a growing 
demand from agencies for up-to- 
date market set count and station 
coverage for television. The last 
field count of sets. installed 


throughout the U. S. was made in| 


the pre-thaw months of early 1952) 
by Nielsen and by Standard Audit | 
Measurement Services. Both com-| 


panies have been sounding out the: Hugh Beville, NBC’s research di- the research staff’s time to answer 
industry to see if it is interested | rector, has had a standing offer to questions. 


‘enough in another broadcast cov-| 


erage survey to pay for it. The ’52 
Nielsen study cost approximately 
$1,000,000. 

One partial stop gap solution to 
the problem would be to have an 
industry group take over the cir- 
culation figures compiled by the 
National Broadcasting Co., which 
has been making well-calculated 
estimates on a market by market 
basis since the advent of video. 


this effect for years, but nobody 
seems to want to take over this 
“hot potato.” 
® NBC used to publish its figures, 
but stopped because of the result- 
ant headaches—everything from 
mild complaints to threats on the 
part of disgruntled station owners | 
who thought they were being) 
short-changed by a few thousand 


sets. It also took up too much of 


NBC’s estimates are based on 


figures released by the Radio-Elec- 
tronics-Television Manufacturers 
Assn., ARB data on u.h.f., and spe- 
cial surveys. 

Meanwhile, the voice of the time 
buyer grows louder as he insists 
that what he needs are up-to-date 
reliable figures on the size of the 
potential audience in all tv mar- 
kets and the coverage of all tv 
stations. 
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Armstrong Joins Cunningham 

Bruce Armstrong, formerly with 
| Young & Rubicam, has joined Cun- 
i\ningham & Walsh, New York, as 
}account executive on Folger’s cof- 
| fee. 


Mandel Agency Adds Three 

M. Mandel & Co., Newark, has 
acquired three new accounts. They 
are Empress Creations, Artist’s 
Showroom and Globus Stamp Co., 
all New York. 


, a oe 

‘ 
. ie Yee 
} ‘ 2g ie . 


dynamic influence 


- the way to 


ME, Ean ae eee ho 
BN Se RRR LS Se RR RE 
a ier ren: s em : ~~ ae 7 = Goes ; t Mis Eat Bl me ¥ = ae ke ae &? or ra : ef rie ile te 4 - yi a age kh ~f ays ty + SRS fr. a Beg wee 
cr Vd MN Ce 2 ‘ : im , j . ; ’ : i vor Ft , Z aoe oe oe ; TART OS 
m 4 J = aah 7 yo. e 
= = ‘ Pe 
: fe : 
j 
ee : 
% 
ee | 
oe | a ee rrnmnenemamemmemmmesemmseemenetimeeeeeeeeaeemameessesseneeeeeseaceceacesasasaeaaaacaaasaaaasaaaaaaaasaaacaaaaaaaaaaaaaaaaaaaacaaaaaaaaaaaaaaaacaaaaaaaaaaaaaaaaaaaaeaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa aaa Si, 
g 
L 
; 
& 
’ 
| Kop 
| / iY’ 7 / ie ‘ 
SS is 
| 
| Y S os 
1 haf 
4 | ) ; 
\ 14 
, \ } \ i 
) ys 3 
Diagn \ = 8 
& - > 
t » : 
% J 5. ; 
2 ius Res as iiss ee Acai See Se oe be - 
aia ee = PO Seas ae ae ere ors Set : : 
~ sopetabiht # Sa eee eee 
, = ids Fiore le EE TRE PE Sie eee eR ae a = 
ogee as Ree ee ere Le pie Sa ais . : 
rng a be eS ppd aaa 
-— — 
we a ee ic a ok mate # Ea 7 , 
ae ee ee eee oo Oe me, te tas fH aE eee s, . 
— , eat a a Me Ep te i catiiiataiieaiaaii ae: cs Tel aes EMER NS Ty 
f Bae as Pe Rs SR ee SR Co Ge ES Sa aera er Bares sie ee Maa Steen eg.) ; : 
Dacor’ PR ets Ne ee STS Oo a OR Ce Bese Se kg EES a oa ‘ Ce ipte raee : Se Seana 
CAA a een i Spee f ee So ee eee sy ‘ 
| aki, ‘ is e 
| + % 
: s : 
6 ; 
g : ~ | 
% é Z 
oa * 
: .-7 ‘Np 
+ ge e P { % . rs av 7 
A . A F 1 : " 
’ f: 4 
: j ' < . ; S 
iy ‘ ¥ 
.) - | 
~z. : 
, Penny 
i =. = 
. / : ‘i ? a 
‘eee ; sighs i 
DD a 
| et é ’ 
' ~ oe Fr" E 
, \ < finosl 
we ; 
o i a, Oe 
a » P a Hrs NS 
ae eee $ . ; 
i y Pe ‘2 , , 
“5 me .7. S Sa ‘ 
Y ed & ’ 
ne, ae ee 
<0 8 9 Sew % 
SA 
, 
7 
e 
> 
4 
Wx 
, 
% + . 
% . | * - in 
| 4 % I * PA - 
' ie : — 
é n Wi —— POETS iii F 
on Fo te ee , a 
| wise. — owes ee Oe pr #! iH 
— OS 2 ee ae Pee tae a , 4 ’ i “ad 2 die 5% 7 ' a. 
casi? es es | a he i Pr si hale ‘ 
3 * sf i Lee lek | al a = + os ; 
wie ae ene We <= <5 ‘ ; oe Bic yo gee 
fe i —— Pe ORE ¢ eee a 
, ee | 
. ws nace MM oy < 
a z 
2 tet e Be 2 Jy * . * ‘ : a 
ni "ae 5 oer fale Cie oe bs 3 Pais eal sr J at Piet eS we gt ay . Ad as. Nie LA tee Ae . x mS 2h wee eo Wag AD ge — 2H wae B: Methethe, dip es a he 3% e ras 
4 te . a a Tw fos PFS ae =e A aie ae ro" an te os Mv “fi s yes co. rh etal 4 yey TT WN eG nip * ‘+ im 2: 1 " dd ok ee Te ee ee 4 £ oe eto Fee. 2 % en Waly zh é a | SS ge 2 ee é eo * id ‘ ae ok ad a . iors 
tie. : a Sina ties Bete oa eet LS ae Bei ff c ak pile Saige, ai ges sence Se RA PRS es rey eae PPE tay (5, as ere te age r a Tac aft tye, eR es ; “eng te ee Swe AS Pe yoy = eee eae eT he. saree oy [Fp 2 ae taesing ap gan hae 
S iemeeria’ P ee Sl, cop Oe ae FT Ee eS Ring a A ILA EE Set) hoy gen) ee Oe AS Se he Sarg bige Mi ghee bis, go 2 eat pel ie EN BF te op OES De ease MMe Me: oe ete Sue a Eee a eela Me gates LS tL A eee tet tack e) OA Ne tary 9S 
Se: ji Bae § abe LMT RieT Ref Seka? ee sao ae Sole Pals gti ep ay AEE EU as Wee? hy) ese 2 ies oy ike space ne Vinca ae a Wee a Cy ae beet te PeO EE abe gat Rae Ge We oe AN Ga ote pone megs Stee Pe PRN aes wl 
NY 7eie pes eae et OE AS NN GG ge ae Aen, Te, Pe CRS 2 tend Pome Rg eR Re ie bah eg ah ae gh IN Cher ON Aes oe ee dn 5 Beton gh tee Th ke teenie ae OS RMN a erage abet wt el) Mab ices fo 
ase Pe nt a bt ah Ger AS ae 7 ery Ges a Ne nk ‘ie Fics Te es: Lee ite a ee KP ete s cag rie | se Lie . Stee i ip Pang! * rd . shag a Rs ahs tT NS ee et Manes eRe S Cs CONE gait F Beh res oe be caw ee if! Si oaia ar: Se tts: fr eF Soe , Ae 
on La ret ee Ty ~f' PS of ee aN ee ee ae ee Re eh de Le a og oF Se ig a 8 ee aren Oe ERE SATS Seer aes pat, 2 £ ; I SRE OF eal oe te GEOR Sal Xa me Se parce eR LN ae es Cid 3 Eh {Pes TRO es EDP ae ie Reg ee a 
OER Dy det 80th Ae OFF, Weg eee a he ee Oe eae ban me ee ae a tes SORE Rey ee oe LA teed me ee Ye eet ee ee eee ee eee aes if amu delice sees - ae SSG NE fal begin a i ie tig eld Day ad fhe ee mee arctic wk ome we. a ban it ee a Le - 
am oe: ree Tee ces er 6 feet ee A aS DF td RE as. Boles ae ph aS ee Cen a ne rks ae PiRene Rett ge Me Ce hide ois EET Te ky Re Pt ic, ghne Seah) gS Mie fo Ne weg ee ae ae. ae Aa Seg pene Nay Sal 
PI i i a AR GRY eS Pe Bey os Re ee on LE ph NEG ig Seat yn See ee | % eo Ne ee,” te le ere ee a ee SOT ST eae RN. en alertae | ee eee ee cone les. le aw Me nt led” Pee ets Ae ae ae keene eS I pate “Oke oe 


New York, June 21—The prob- | made this statement last week at a Newquist, head of the foundation’s uble. Now we have real reasen to & Sas, ceverene See 


lem of the common cold—which is|meeting of business executives|medical advisory committee, who) hope that at least a part of it can a hee Weey. boo Seal ae hen 
responsible for about 50% of all| called by the Common Cold Foun-| estimates that colds cost American! be solved, and this effort, there- Rage > gi a 


employe absences and costs indus-|dation. Primary objective of the|industry—through loss of work) fore, merits our support.” Girector of marketing.’ A. Tee 


pig Advertising Age, June 27, 1955 51 
nate Busi Dr. Thomas Francis Jr., profes-| Speakers at the meeting empha-| facts” reported by Dr. Francis. | ter Thompson Co., was one of three 
: usiness Ur ged To sor of microbiology at the Univer-| sized that because the cold is new directors chosen at the meet- 
> Aid Effort to Lick sity of Michigan, who is known/neither a killer nor a crippler, it ™ “Previous to the development of | ing. 
: nationally for his work as chair- | has not received the attention|the tissue culture technique,” he 
i Common Cold man of the committee which eval- given to diseases characterized by said, “we felt the problem was so ATF Promotes Carr, Tobias 
é uated the 1954 Salk polio test shots, more dramatic results. Dr. M. N.| complex that it was almost insol- 
Z 


try about .150,000,000 lost work | organization is to provide, through|time and efficiency—at least $2) O. Parker McComas, president Se ee ae ~ a 
days each year—appears closer to| support by industry, funds neces-|billion per year, urged business|of Philip Morris & Co., was re- The anoint an Gane conde 
solution today than at any time in|sary for study of the causes and/|representatives to support research | elected chairman of the board, and PP — : 


: o : as part of a plan to expand prod- 
the past. |ultimate cure of the common cold./on the basis of the “encouraging | Stanley Resor, president of J. Wal- uct lines, Mr. Tobias said. All 


| 

| 
market research and advertising 
activities will be under the direc- 

f tion of Mr. Carr. Hugh McGill 
will continue as manager of the 
market research department. 

| 


Newspaper Names Horner 

Lester M.-Horner, a former 
media director of Montgomery 
Ward & Co. and most recently a 
partner in Bogner & Martin, news- 
paper representative, has been ap- 
pointed general advertising man- 


ager of the Avalanche-Journal, 
open up new markets : Lubbock, Tex., effective July 1. 


es ners used 


i What’s the best way to break into a new market? Move against the market 
en masse? No, it’s far better strategy to get at the leaders . . . first! The South 
Every business, industry, and trade has its leaders. Their actions and buying habits ° 
influence others. Sell the market leaders . . . and they will sell the rest. Is Different! 
This is dynamic influence—the power of the leaders to move many ) 
. .. the way to open up new markets. as 
Walker 


Chilton helps chart the way 
Have you heard that selling the South 


: : ’ : “ ity.” takes a different formula—a ial 
Readers and advertisers all benefit by Chilton’s reputation as “the authority See a ees Sermmie—e, special 
“a changing South?” All right, here’s 


- To retain this reputation, Chilton puts a healthy portion of its revenues into a way to sell, the South in terms of 
. ° ° / own individu ucture. 
both market and readership research. Chilton publishes a wealth of vesy usTen Yo if 

research material, product analyses, and market studies in many different The Memphis market itself, for instance, 

fields. Chilton also makes available corollary books, lists, and direct mail services eunse Tenen divwelior sasaeedl colt tales 

in many industrial, professional, and marketing fields. station WDIA became the first to pro- 


gram with Negro music and Negro 
erent alene, The le a ~~ and 
. : on H eeling of ownership these listeners 
Business leaders rely on Chilton research—the straight path = a aaaty ainda th eed Eel 
WDIA up from 250 watts to 50,000 watts 
h i d i ' fl i just aw | move. by og Se now = omy 
,000-watt station in Memphis. It 
to the men o ynamic influence ko te eee cat Pe ee 
ainst seven other stations, some of 
which have been on the air as long 
as twenty-five years. 


WILLING TO SPEND 


This 40 percent is distingushed not only 
for its proven devotion to ene medium. 
It’s a group that often buys better than 
average, and more than average. The 
Negro populaton of Memphis buys 50.3 
recent of all the mayonnaise. They 

“y 60 percent of all the deodorants. 
44.5 percent of the girls’ dresses. 64.8 
percent of the flour. They'll make over 
a quarter billion dollars in 1955. And 
they’ll spend 80 percent of it, on con- 
sumer goods and services. 

ONLY ONE IN AMERICA 
CHESTNUT AND 56TH STREETS, PHILADELPHIA 39, PA. In short, WDIA’s Memphis and Mid- 
South opportunities are these. A mar- 
ket of 1,230,724 Negros—more than 
there are in New York, Los Angeles, 


CHILTON 
COMPANY 


((NCoRnPoORATED ) 


THE IRON AGE BOOT AND SHOE RECORDER Philadelphia or Chicago. A market of 
HARDWARE WORLD - THE SPECTATOR = pce ag lt hag K - om 
pad oman — sovemnge of WEA, mach loss Gan ioe 
MOTOR AGE THE JEWELERS’ CIRCULAR-KEYSTONE cialized appeal. A market whose ac- 
HARDWARE AGE COMMERCIAL CAR JOURNAL ceptance of WDIA has shot it to the 


top—and kept it at the top—of power 
and audience measurements. 
DEPARTMENT STORE ECONOMIST DISTRIBUTION AGE Sent howe mmoh weight is carried by 
this solid 40 percent has been shown 
in the success stories of such adver- 
tisers as 
Pan-Am Gas, Gold Medal Flour, 
' a Borden’s Silver Cow Milk, Cheer, 
Re. — a ; Wonder Bread, Wilson Meats. 

a j a Rata del Ba ae There’s a good record made by WDIA 
7 SS il i in the line that interests you most. 
= Pe PEE. OF Sey : Would you write and let us know the 
kind of product on which you'd like 
to have some figures? e believe 
they’ll add up to one formula for “a 
changing South” which can be of real 
advantage to you. 
WDIA is represented nationally by the 
John E. Pearson Company. 


h ( 4 1OH V PEPPER, President 


Et ise 


BERT FERGUSON, General Manager 


a 


HAROLD WALBER, Commercial Manage: 
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( CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available 
@ Each program a complete story 
© Allows for 3 commercials 
@ Big cast with Glenn Langan 


Charles Michelson, Ine. 


(45 WEST 45th ST., NEW YORK 36 


Fountain Joins Ottaway 

Bevan Fountain, formerly New 
York City office manager of the 
Lancaster Pennsylvania Newspa- 
pers, has been named manager of 
general advertising of Ottaway 
Newspapers, which include the 
Daily Bulletin, Endicott, N. Y.; 
Star, Oneonta, N. Y.; Press-Re- 
publican, Plattsburgh, N. Y., and 
the Record, Stroudsburg, Pa. 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 


$10.00 
FOR TEN 
SECONDS 


Send for sample 
reel and descrip- 
tive literature. 


STUDIOS 


1323 S. WABASH CHICAGO ILL. 
367 W. 44th ST. NEW YORK 


Packer Productions Formed 

A new company, Packer Pro- 
ductions, New York, is entering 
the tv program production field. 
Among its packages are “Holly- 
wood t,” a WINS, New 
York, radio series. Principals in 
the company include newscaster 


Peter Roberts and Richard Mc- 
Kee. 


Yulke Heads L. |. Club 
Harold Yulke, of the Fairchild 
Instrument & Camera Corp., has 
been elected president of the Ad- 
vertising Executives Club of Long 
Island. Philip Everest, Transpor- 
tation Displays Inc., is 1st v-p.; 
Warren Wilson, Servo Mechanisms, 
is treasurer, and Daniel Barnes, 
Hampshire Press, is secretary. 


Cliff Heads Hazel Bishop Ltd. 
Hazel Bishop of Canada Ltd., 
Toronto, has appointed George J. 
Cliff, formerly exec. v.p., presi- 
dent and general manager of the 
company. Mr. Cliff has been with 
Bishop for about a year. He was 
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ANYONE FOR CHARCOAL?—A window display tie-in of Jack Daniels 

charcoal-mellowed whisky and charcoal-gray suits was used by 

Jack Davis, San Francisco clothier, to sell his suits. Various clothing 

and liquor stores throughout the U. S. have successfully employed 
the tie-in theme to sell their products. 


previously a partner in Clifton 
Ltd., Canadian distributor for the 
cosmetic products. 


Laer READERS > 


... yes, and ‘live’ ones, too! 


This important fact comes to light when 
you check circulation statements: the Farmer- 
Stockman counts only “‘live’’ (paid-in-advance) 
subscribers. None are carried in arrears. 


Friendly letters from our readers reveal 
many reasons why the Farmer-Stockman is the 
Southwest's fastest growing farm publication. 


Mrs. E. M. of May, Texas, writes: “Thanks 
a million for printing such a good magazine as 
the Farmer-Stockman. I don’t see how you do 
it—so much reading and helpful information. 
I really like the Homemaker’s Meeting Place. 
My teen-age girls especially enjoy ‘So Glad to 
Hear From You Girls’. I enjoy the letter page. 
It is just like visiting with these fine people.” 


So, whether you're selling to dad, mom or 
the children in the Rural Southwest, remember 
this: the Farmer-Stockman circulation is not 


only BIG . . 


cash register! 


. it's clean—with “live”, eager 
readers that “ring-up” results for you at the 


Farmer-Stockman 


Oklahoma City, Okiahome—Dallas, Texas * Owned and operated by The 
Okichome Publishing Company: The Daily Oklahoman, Oklahoma City Times, 
WKY, WKY-TV, WSFA, WSFA-TV © Represented by The Kotz Agency, Inc. 


Clothiers’ Ads Tie 
Charcoal-Aged Grog 
to (?) Colored Suits 


SAN FRANCISCO, June 21—Char- 
coal provided a common theme 
for a tie-in advertising campaign 
for liquor and men’s clothing, prob- 
ably the first time that the two in- 
dustries have feund common 
ground in merchandising their 
products. 

Jack Davis, San Francisco cloth- 
ier, ran an ad in the San Fran- 
cisco Chronicle, in which he 
plugged both Louis Roth charcoal- 
gray suits and Jack Daniels char- 
coal-mellowed sour mash whisky. 
“See Davis & Daniels in Which 
Jack Has the Charcoal,” the ad 
said. He followed up the ad with 
displays in his store windows using 
the suits and whisky bottles as 
props. 

The liquor-clothing idea caught 
on and was used by Campbell’s 
men’s store in Los Angeles and 
Don Kay’s in Pasadena. Later, 
Boyd’s in St. Louis and other 
stores in Kentucky, New Jersey 
and other states employed the 
theme. 


Lee Slayton, John Racine 
Form Slayton-Racine 

W. Lee Slayton Jr. and John 
L. Racine have formed their own 
agency, Slayton-Racine, with head- 
quarters at 515 Madison Ave., 
Toledo. Mr. Slayton formerly 


headed a marketing company. 


W. Lee Slayton John L. Racine 


Earlier, he was sales manager of 
the atomizer division of De Vil- 
biss Co., and prior to that was an 
account executive with Meldrum 
& Fewsmith, Cleveland. 

Mr. Racine resigned recently 
as director and a member of the 
plans board of Beeson-Reichert, 
Toledo agency, and formerly was 
v.p. and general manager of Phil- 
ippine Advertising Counselors. Be- 
fore going to the Philippine Is- 
lands, he was a member of the 
faculty of Babson Institute of 
Business Administration, where 
he now is a consultant to the 
Babson Bureau of Business Re- 
search. 


INFO Joins MPA 

INFO Publishing Co., New Ha- 
ven, Cenn., publisher of the New 
Haven INFO Magazine, a monthly 
regional magazine for Connecti- 
cut, has been elected to active 
membership in the Magazine Pub- 


lishers Assn., New York. 
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Accurate Records 
Rare in Industrial 


Ad Field: McCarty 


New York, June 21—Although 
more than half of a representative 
group of industrial sales managers 
make definite attempts to obtain 
inquiries in response to their busi- 
ness paper advertising, only 45% 
make any effort to keep a record 
of sales resulting from those in- 
quiries. 

This is one of a series of prac- 
tices revealed in a survey just 
concluded by the McCarty Co. 
The advertising agency’s study 
was conducted among 495 individ- 
uals whose companies frequently 
advertise in business papers. Of 
these, 14.5% responded to the 11 
questions. About one-fifth of the 
companies queried are in the 
metalworking field, with the ma- 
jority in the chemical and proces- 
sing industries. 

In most cases, the sales man- 
agers’ comments indicated that the 
long lapse between the follow-up 
of an inquiry and the actual plac- 
ing of the order—a situation com- 
mon in the selling of heavy indus- 
trial goods—was responsible for 
their inability to keep adequate 
records. 

“The nature of the equipment 
we manufacture,” said one re- 
spondent, “in general prohibits 
this type of record keeping. 


# “Some of our sales may require 
as long as two to three years to 
consummate, dating from the orig- 
inal inquiry.” 

But at least one sales manager 
seems to have overcome this dif- 
ficulty. Said he: “‘We keep very 
close and extensive records of 
results, in some cases extending 
over many years from the date of 
the original inquiry.” 

Multiple industrial buying in- 
fluences also make accurate order 
tracing difficult, it was indicated. 
“An inquiry may have been re-| 
ceived from one person in a com- 
pany,” one answer reads, “and 
subsequently a sale made to 
another person in the same com- 
pany which may or may not have 
resulted from the initial inquiry.” 

Nevertheless an overwhelming 
majority—82%—of the respond- 
ents said they get traceable results 
from their advertising in the busi- 
ness press. 


‘Aldon Rug Will Boost 
Sweepstakes in 5 Magazines 


Aldon Rug Mills, New York, will 
use color pages in Good House- 
keeping, House Beautiful, House & 
Garden, Living and The Saturday 
Evening Post to promote its $125,- 
000 sweepstakes, to be launched 
Sept. 15. Winners of a blindfold 
drawing will receive a 21-day 
family vacation to Rio de Janeiro, 
a new Cadillac, mink stole and 
1,000 other prizes. 

The only requirement is to ob- 
tain an entry blank from local 
dealers displaying Aldon sweep- 
stakes banners, fill in name and 
address on blank and drop it into 
chest in dealer store. Contest will 
run through October. Hicks & 
Greist is the agency. 


Lewyt Going to Europe 

Lewyt Corp., New York, is plan- 
ning to enter the European market 
through licensing agreements with 
local manufacturers. Alex Lewyt, 
president of the company, has 
just returned from a trip to Eng- 
land and France, where he began 
negotiations. 


Ideal Toy Buys ‘Winky Dink’ 

Ideal Toy Corp., New York, will 
present the 
“Winky Dink and You” 


Sunday telecast of 
(CBS- 
TV), starting Sept. 25 at 12 noon, 
EST. Time was bought through 


HENRY SCHACHTE, formerly senior) 
v.p. of Bryan Houston Inc., has 
joined Lever Bros., New York, as 
advertising v.p. Prior to Houston, 
which he joined in 1953, Mr.) 


ing of the Borden Co. and with 
Young & Rubicam. 


Schachte was director of advertis-| 


Flour Maker Names Jamian 

Standard Milling Co., New York, 
maker of Heckers’ and Ceresota’ 
flour, has appointed Jamian Ad-| 
vertising & Publicity Inc, New) 
York, to handle its advertising in 
the Chicago and Milwaukee areas, 
replacing Rutledge & Lilienfeld, | 
Chicago. Jamian already has the 
account in the East. Allmayer, | 
Fox & Reshkin, Kansas City, will 
continue to handle the advertising 


in the Kansas City area. | 


L&N Produces ‘Ballad of M.S.’ | 


Lennen & Newell, volunteer 


‘agency for the Multiple Sclerosis 
Foundation, has produced a re-. 


cording, “The Ballad of M.S.,” to 


help in the national fund drive. | 
The ballad was written by David) 
Kelmenson, brother of an L&N ac-_ 
‘count executive, and is sung by) 
Jean Richie. It is being released to) 
| dise jockeys all over the country. | 


Ml 


maybe YOUR product is MUSICALLY inclined: 


Cigarettes, beverages, and shirts, for ex- 
amples, are as special with DOWN 
BEAT’s more than 150,000 music-cen- 
tered readers as musical instruments and 
records. How about your product—maybe 
it has some “talent,” huh? Schedule it 
for a recital in DOWN BEAT. Could be 
you'll find a highly-paid star on your 
hands! 


Write today for complete market information! 


DOWN BEAT 


2001 Calumet Ave., Chicago 16, Ill. 
Everything in the World about the World of Music 


Down Beat — Up Beat — Country and Western Jamboree — Record 
¥e maher Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
publication Radio y Articulos Electricos — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radio y Articules Electrices Catalog File — Bebidas Annual Directory 


Frankly, 


Grey Advertising Agency. 


“Best darn salesman I’ve ever seen!” 


you haven’t seen anything yet 


—not until you’ve seen how Mt. Wash- 
ington TV can sell! And ‘‘the moun- 
tain’’ actually covers the lion’s share of 
Maine, New Hampshire and Vermont at 
about half the cost of any other three 
TV stations in the area combined. 
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John H. Norton, Jr., Vice Pres.and General Manager REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, Inc. 


*4a--7 


Incidentally, during a recent 25- 
words-or-less contest to name a day- 
time woman’s program, 15,652 entries 
were received from 715 different cities 
and towns in Maine, New Hampshire, 
Vermont, Massachusetts, New York 
and the Province of Quebec. 
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’ seaee’ crat and Albany Times-Union. |cigarets. Formerly 2 member of the| were the finest, were not harmful) test. Any manufacturer who pro- 
| Good Housekeeping Others will be announced by Good|New York ng Mr. Haberkorn to the ee body and organs.”| duces a product with more than 
| iti i Housekeeping as they are signed|alleges that he suffered “serious| Lorillard has answered with a/ one use is eligible to compete. More 
Sets Additional Joint up. and permanent injuries” to his| general a. o i om RoR |than 1,000 entries were received 
} } ili ' heart last Sept. 27 as a result of which is n New York su- last year. 

Drives with Dailies oa Lorillard { smoking Old Gold cigarets. He preme court, and asks that the| Entry blanks are available from 
New York, June 21—Following er oues a or charges Old Gold cigarets with complaint be dismissed. Bert Nevins Inc., 152 W. 42nd St., 
its successful retail promotion in| Causing Heart Attack containing harmful! ingredients and New York. Deadline for entries is 
Mansfield, O. (AA, May 2), Good| An action for $550,000 has been |says his attack was caused by “in- Hess Bros. Opens Fifth Aug. 20. Prizes will be given in 60 
Housekeeping is now preparing to| filed by Peter Haberkorn against haling vapors and smoke.” Further, ‘Versatility’ Contest categories of consumer goods in 
run similar tie-in promotions with|P. Lorillard Co., New York, be-|Mr. Haberkorn asserts that Loril- | Hess Bros., Allentown, Pa., de-| addition to eight grand prizes. 
newspapers in 15-20 major mar-/ cause of a heart attack he allegedly |lard “falsely and fraudulently ad-| partment store, has opened its fifth Products may be either old or 
kets this fall. suffered from smoking Old Gold|vertised” that “Old Gold cigarets annual “Versatility in Design” con- | new. 

Wesley Bailey, promotion man- 
ager, has already signed up seven 
newspapers for week-long pro- Kies . : eae ine : ties cn. ig Bo AY Een et 
trouble in doubling that list from ae ee ee ee ee 
the number of requests we have . 
had.” 

The plan, as it was carried out 
with the Mansfield News-Journal, 
works like this: 
A newspaper runs a special 
supplement devoted entirely to 
Good Housekeeping and its adver- 
tisers. Editorial matter describes 
how products earn the magazine’s 
Guaranty Seal. Local retailers 
participate by running ads pro- 
moting Good Housekeeping-guar- 
anteed products. 


® On its part, Good Housekeeping 
supplies free display material for 
participating merchants, promotes 
the event in its pages, makes) 
available a film for local showing! 
and sends staffers to the town for, 
appearances before clubs. | 
The decision to expand the pro- 
gram results from the success of, 
the first promotion. The Mans-. 
field News-Journal, which pub-| 
lished a 64-page special section, i 
got 126 merchants to participate ual vs 
and set a new linage record. 
A local furniture store racked up 
$6,000 in sales on the first day of 
the promotion. A Mansfield gro- 
cery wholesaler featured a “Hunt 
Dollar Sale’ and during the week 
sold 1,700 cases of Hunt’s canned 
goods, compared to its normal 
turnover of 75 cases a week. 
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® Part of the promotion is a con- 
test for consumers. Each advertis- 
er can put a coupon in his ad. Oe a a 
Customers fill in their names and ail 
addresses, returning the coupon to 


the store. After the promotion a = pa 
drawing is held and the winner almous On p 0Cd scene 
gets a free trip to New York. The . wal 


cost of this trip is split between 
the magazine and the newspaper. 


Other prizes are supplied by Good - 
poe es: et known throughout the nation 
Following is the tentative sched- wae 

ule for this fall: Week beginning a . : | 

Sept. 25, San Antonio Light and 
Pittsburgh Sun-Telegraph; week 
beginning Oct. 23, Dallas Times- 
Herald, Houston Chronicle. New 


Orleans Item, Little Rock Demo- 


SPARK EVERY PROMOTION 
with Genuine 


The PHOTOMATIC Co. 


$3-59 E. Illinois St. ¢ 11, 1, 
’ Phone LE A ; 
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Sets Elevators Shoes Drive 

“You may think you're tall 
enough, but what do others think?” 
is the theme around which Stone- 
Tarlow Co., Brockton, Mass., will 
build its fall advertising campaign | 
for Elevators shoes. National mag- 
azines, business papers, dealer aids 
and an itinerant motion display | 
will be used. Slated to start the) 
first week in September, the cam- 
paign is being handled by Emil 
Mogul Co., New York. 


Gage Elects Two V.P.s 


Gage Publishing Co., New York, 
publisher of Electrical Manufac- 
turing, has elected Louis J. Per- 
rottet and Frank J. Oliver v.p.s. 
Mr. Perrottet, who joined the com- 
pany as a district sales manager in 
1940, has been business manager 
of Electrical Manufacturing for 
the past four years. Mr. Oliver has 
been editor of the publication since 
1945. 


‘Safeway Asks Court | 
Okay of Lower Prices 
to Offset Stamp Offers 


Boise, Ipa., June 21—Safeway | 
Stores, continuing its battle against | 
‘use of trading stamps, has asked 
‘the Ada County district court for | 
permission to lower its retail prices 
to meet competition of stores that | 
offer trading stamps. | 


a ae UR. Ek REE 


District Judge M. Oliver Koelsch 
has ordered the state to show cause 
by July 11 why Safeway should 
not be allowed to follow such a 
pricing policy. Defendants in the 
Safeway complaint include the 
governor and attorney general, and 
E. N. Dibble, director of the state 
bureau of business relations, which 
administers Idaho’s unfair sales 
act. 

Safeway contended that if it 
lowered its prices to meet the com- 
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FOREST GIANTS—This ad opened a 
series Weyerhaeuser Timber Co. 
is running to commemorate leaders 
in the cause of good forest manage- 


ment. Better Farming, Farm Jour- 
nal, Field & Stream, Outdoor Life, 
Sports Afield, The Saturday Even- 
ing Post and U. S. News & World 
Report are being used. Cole & Web- 
er, Tacoma, is the agency. 


petition of trading stamps, the 
state would bring legal action 
against Safeway. 


® Safeway said: “As a _ conse- 
quence of the action threatened by 
the defendants, Safeway’s competi- 
tive position in the industry is 
threatened, and as a result its en- 
tire method of doing business is at 
stake in these proceedings.” 

The chain maintained that it had 
the right to go below prices stip- 
ulated by the unfair sales act to 
the extent of the value of such 
trading stamps. It held that a trad- 
ing stamp offered with an article 
is a “tied sale” and in effect the 
offering of two items for the price 
of one. 

“The cost of the stamps should 
be added to the cost of the articles 
purchased with the stamps and the 
six per cent markup applied to the 
combined cost of the articles and 
stamps,” Safeway asserted. 


ANA Sets Meeting Dates 

The Assn. of National Adver- 
tisers will hold its annual meeting 
Oct. 31-Nov. 2 in the Hotel Plaza, 
New York, and its spring meeting 
March 14-16 in the Homestead, Hot 
Springs, Va. 
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GET THE FACTS ABOUT THE 
WORLD'S BIGGEST MARKET! 


> Read about the keys that open 
82,968 doors in the multi-bil- 
lion dollar construction market. 
Get the free, new ACP booklet, 
“The Key ...”, by writing: 

Gordon L. Anderson, Sec’ y. 
ASSOCIATED CONSTRUCTION 
PUBLICATIONS 
1022 Lumber Exchange Bidg., Minneapolis 1, Minnesota 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


MID- WEST CONTRACTOR 
Kansas City, Missouri 
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CONSTRUCTION 
Roanoke, Virginia 


CONSTRUCTION BULLETIN MISSISSIPPI VALLEY 
Minneapolis, Minnesota CONTRACTOR 
St. Louis, Missouri 
CONSTRUCTION DIGEST 
WEW ENGLAND CONSTRUCTION 
Indianapolis, indiana Boston, M husett 


ROCKY MOUNTAIN 
South Orange, New Jersey CONSTRUCTION 
CONSTRUCTION NEWS Denver, Colerado 
SOUTHWEST BUILDER 
Little Rock, Arkansas ‘ ComrTnag en 
DIXIE CONTRACTOR — 
Atlanta, Georgia TEXAS CONTRACTOR 
Dallas, Texas 
MICHIGAN CONTRACTOR 
& BUILDER WESTERN BUILDER 


Detroit, Michigan Milwaukee, Wisconsin 
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The 


‘Sad Show,’ Adman Calls handle the account. Such vital, 
Pitch tor Citrus Account |eonvineing evidence as “We get to 


: , 'the office at 8:15,” or this gem 
To the Editor: After reading the| ...,,, , 
June 6 article in AA titled “Florida beh e on the way up ... we have 
Citrus Account Recaptured by| Vitality” (from drinking orange 
B&B,” I became more fully aware |J¥ice?). Another compelling com- 
of a conviction that’s been har-|™emt was, “You may think of us as 
bored within me for many years: |® little old, and . little rich” (and 
There is only a small handful of|/ ™sht add a little silly). 
real advertising people in this; Perhaps more appalling was the 
country—none of whom were at frequent use of those “trade-talk 
Lakeland. Fla. general statements that seem to be 
I am not yet certain whether 1 the hallmark of advertising know- 
have more pity for the “Top Five” how. To me they could be classi- 
agencies selected to “make their| fied as text book matter that any 
pitch,” or disgust at the Citrus|¥OUng economics student can learn 
Commission for sponsoring the| in class. Such profound statements 
debacle. According to your report,| 4S, “arouse desire”; “people must 
some $150,000 was spent to pro-|be given a strong reason to buy”; 
duce this circus. At an average of °F this amazing discovery, “You 
$30,000 each, the “winning” agency | need a strong selling idea repeated 
has already blown its potential net | °V®T and over again.” Then there 
profit off the account for the first}was, “You need a low expense 
year. show with a high audience.” No- 
Even more pitiful were some of} body, I guess, ever thought it was 
the reasons these agencies gave as| wrong to buy a high expense show 
to why they should be selected td|with a low audience! Glad the 
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. 
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For agricultural aggressiveness look to FLORIDA, The -= 
FLORIDA cattle industry, for instance, has grown better 
than 1000 per cent in value in the last dozen years— 
and now ranks as the second most important beef state 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


‘Wayne as well as Davenport, Ia.|tising and publishing professions’ 
The same research organization,| alleged conspiracy in restraint of 
W. R. Simmons & Associates, was! trade, motivated the Department 
employed for both studies and the | of Justice to institute this anti- 
total number of interviews in each trust action. 
study was approximately the same __I am sure, sir, that you and your 
when you consider mg og were | associates will agree that it is fun- 
commissi ' : ut. But/| 8,027 interviews in the radio study | damental in American law and the 
the slater ae es eae when | and 7,500 “before tv” and 7,500) administration of justice for those 
one group made this statement re- | “after tv. a | seounee of improper practices to be 
garding increased sales: “You have) The recent television report|informed of, and be able to face 
to turn non-users into users.” | Shows that Gleem showed an in-| their accusers in open court. I have 
Brovo! It cost $30,000 to make that | crease in sales “after television” of /no legal training or knowledge, but 
astounding statement. 9.2%; Pet milk, an increase in| as an ordinary citizen I believe 
But to cap it, the commission sales of 6.9%; Ajax, 5.5%, and Glo- that is true. 


picked the “winner” because of its|C0at, 11.1%. There are some simi- 
brisk, businesslike confident quali-|!ar comparisons in the radio re- 
ties. Now I am beginning to pity port. Take, for example, Pet milk, 
also the citrus growers who likely| Which is a direct comparison of ra- 
shell out hard-earned dough to|dio with the television study, and 
operate the commission. Never|We find in the published report 
mind about how to get that sales| that by the use of the “Mary Lee 
graph up .... the men were brisk! | Taylor” program there was a 30% 

Nowhere, according to the arti- sales increase among those who 
cle, did any agency touch on the listened to Mary Lee Taylor, which 
merchandising aspects; never were is a direct comparison with the in- 
the distributors and dealers|crease of 6.9% of those who 


May I suggest to you, sir, that it 
is high time that the six media and 
agency associations named as de- 
fendants in this action—as well as 
the advertising and publishing 
professions and the public at large 
—be informed by the Anti-trust 
Division or some other proper divi- 
sion of the Department of Justice 
as to just who the original com- 
| plainants are. 


‘I suggest that the accused asso- 


brought into the picture. No men-| watched the Pet milk television ciations, as well as the thousands 
tion about getting more juices sold| program. We don’t have a direct| of American citizens who, like my- 
in factories, service stations,;comparison for Gleem, which | self, depend upon advertising and 
schools or other institutions—get- | showed a 9.2% increase because! publishing for a livelihood to sup- 
ting positive, effective medical en-|of television among viewers, but port themselves and their families, 
dorsement—and generally mer- Dr. Lyon’s comes close to a good' deserve to know now—before the 


chandising truckloads of vitamins.|comparison and through the use of 
The presentation of every agency |“Stella Dallas” on radio, Dr. 
‘was kept within the selfish con- Lyon’s among listeners to the pro- 
‘fines of commissionable media. gram showed a 64% sales increase. 
_ Allin all, it was a sad show. One| To cite one or two others, Alka- 
‘heck of a waste of money and the| Seltzer using “News of the World” 
‘type of operation that makes many |on radio showed a 20% increase, 
industrialists and business men|and in television homes, those 
look at advertising so condescend-| people listening to “News of the 
ingly. There is no justification for) World,” a 25% increase. Dial soap 
‘this comedy. And as far as the| showed a 61% increase and Tums 
‘Citrus Commission is concerned, it) 111% increase. 

‘must certainly love a good show. | GALE BLocKI Jr., 

| Who knows... but if one agency’ Director of Midwestern Sales, 
had brought out the dancing girls, Radio Advertising Bureau, 
and a trampoline act, it might! Chicago. 
have done a soft-shoe shuffle off ‘ ~ ‘ 
the stage with the citrus account in) 

its straw hat. _Asks Names of Those Who 
Henry Sauro, Requested Anti-Trust Move 


Account Executive, August To the Editor: You may be in- 
Dorr Advertising, Miami. terested in the attached copy of a 


§ the Mississiooi! « . e letter which I addressed to Assist- 
east of the Mississippi! | Gives Some Comparisons eg General Stanley N. 
There's a similar story for the giant FLORIDA citrus from NBC Radio Study 


industry and the unique truck crops... up, up, up. | To the Editor: ApverRTISING AGE 


had a rather extensive article on 
the new research job done by NBC- 
TV called “How Television 
Changes Strangers into Customers” 
(AA, May 30). The report was on 
a full scale “before and after” 

study in Ft. Wayne, Ind. The re- 
me gd 4 ne port would make one believe that 


27 
IF ILO RID ZA. television was the only medium 
te that could do an effective sales 

’ AMA 4 )* job, as it points with pride to the 
OW © 


\ fact that television shoots sales 


Let us tell you how your product fits into this fast- 
moving agriculture. Let us show you how FLORIDA 
GROWER AND RANCHER pulls from this highly 
specialized market. 


GROWING WITH FLORIDA 
1955 over 1954 


2% 


‘ease is tried—the names of the 
individuals or business entities 
who complained to the Department 
of Justice, and what their specific 
complaints were. The accused have 
been named and publicized; why 
not the accusers? 

I believe a considerable doubt 
exists among most individuals en- 
gaged in the advertising profession, 
in particular, as to whether the 
original complaints were motivated 
by high and ethical concerns in- 
tended to advance the public wel- 
fare—or whether they were moti- 
vated by fancied and selfish per- 
sonal concerns intended to advance 
their own interests alone. 

W. H. Lona, 

Executive Vice-President, 

Hutzler Advertising Agency, 

Dayton, O. 


Doubts Russia’s ‘Lead’ in 


Dear Sir: I am writing this letter); Automation Use 


as a private citizen who has spent 
16 of his 17 active business years 
in several divisions of the adver- 
tising and publishing fields, and 
not in my capacity as an officer 
and director of a member agency 
of the American Assn. of Adver- 
tising Agencies—one of the asso- 
ciations named as a defendant in 
the government’s anti-trust com- 
plaint filed May 12, 1955. 


To the Editor: I read with inter- 
est the London datelined story 
“Russian Industry May Lead West 
in Use of Automation” in the May 
30 issue of ADVERTISING AGE. Men- 
tion is made of a robot plant for 
manufacture of auto pistons; an- 
other for wooden doors; the reason 
given for the Russian advance is 
their application of a “general 
theory of automatic regulation,” 


My reading of reports on iislene the conclusion of the article 


complaint in the advertising press 


states: “It now appears that in the 


and Wancthdy 0.0% 28 
TAMPA * FLORIDA 


upward 33%. and newspapers has failed to find industrial field this [supremacy of 
It’s interesting, however, to refer any details about, or naming of,|the West in application of automa- 
back to a similar study which NBC |the party or parties whose com-/|tion] may certainly not be the 


NATIONAL ADVERTISING REPRESENTATIVES: PECK & BILLINGSLEA * CHICAGO | Radio did during March, 1952, and 


plaints to the Department of Jus-| case.” 


BILLINGSLEA & FICKE * NEW YORK-—-MC DONALD-THOMPSON * SAN FRANCISCO 


\this study, too, was made in Ft.|tice, with reference to the adver- 


There are a few facts that make 
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much of this story suspect indeed. 

First, an automated plant of any 
Significant size for production of 
auto pistons implies a large pro- 
duction of autos. It is our impres- 
Sion that the lead of the West in 
manufacture of autos, trucks, and 
all mobile equipment is far ahead 
of that of Russia. 

Second, manufacture of wooden 
doors would not require a “general 
theory of automatic regulation.” 

Third, application of automation 
first requires the use of thousands 
of individual controllers in as 
many specific unit tasks before a 
“general theory of automatic regu- 
lation” becomes feasible technical- 
ly or economically in any one in- 
dustry. It is our understanding that 
the American control industry has 
behind it a much longer, more ex- 
tensive, and highly developed his- 
tory of such automation than has 
Russia. The statement about “gen- 
eral theories” sounds to us like the 
generalization of one of the many 
new found theorists of the control 
field, not like the analysis of a man 
familiar with the field of automa- 
tion—automatic control—as it is 
practiced in factory, plant, office, 
or laboratory. 

Fourth, the conclusion of the 
article is a bit broad in view of 
the weakness of the supporting 
facts. The figures that have been 
published on the productivity of 
Russia versus that of the West in 
specific industries reveal that the 
West leads by large margins in 
most specific fields. This is the true 
test of the effectiveness of auto- 
mation—the resulting productivity. 

Fifth, automation becomes eco- 
nomical primarily where labor 
costs are high. It is our under- 
standing that American labor costs 
are much higher than those in 
Russia. 

All these facts lead us to ques- 
tion the correctness of the London 
report. 

RICHARD RIMBACH, 

Publisher, Instruments Pub- 

lishing Co., Pittsburgh. 

. 
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Says No Apology Required 
for ‘Art’ in Social Science 

To the Editor: I am sorry to see 
an attack on social science in your 
excellent newspaper. Certainly 
there is much room for criticism 
in this area, and I think you will 
agree that there is no lack of self- 
criticism among social scientists. 


professional journals demonstrates 
this. Comment from lay people is 
also received with an interest and 
respect not always accorded to 
criticism of other professions. 
However, one feels that a 
broadside such as you printed in 
your June 6 editorial column is 
not so much aimed at pointing out 
abuses as in depreciating (despite 
the disclaimer) the field itself. At 
least that is the result; surely an 
unsophisticated reader would re- 
ceive a peculiar image of motiva- 
tion research and its practitioners 
from your article. 

As to the comparison between 
natural science and social science; 
it is generally accepted that be- 
cause of the qualitative differ- 
ences between the data involved 
in the respective fields, social 
science will never be as “precise” 
as some forms of natural science. 
Multiple causation and the ques- 
tion of value-judgments always 
enter into the work of the social 
scientist, and presumably always 
will. 

For these and other reasons so- 
cial science, like medicine, will 
necessarily always have some ele- 
ments of “art,” for which there is 
no need to apologize. 

GERALD ALLEN, 

Research Specialist, Chicago. 

. . e 
Agrees on Need for Better 
Promotion of Men’s Clothing 

To the Editor: A few weeks 
ago you had an editorial entitled 
“Clothes, Cars and the Man” clos- 
ing with the idea that men’s fash- 
ions need better promotion (AA, 
May 2). 

You are so right. A more mis- 
aimed field I have never run 
across and I handle all phases 
of fashions for these two papers 
[Wilmington News and Journal]. 

Six months ago I got the wild 
idea that a men’s fashion feature 
might be interesting. Since then 
I have lost what little temper re- 
straint I had trying to get PHO- 
TOGRAPHS of models wearing 
brand name clothes available in 
our good stores. Sketches I get 
and mats I get and poorly mimeo- 
graphed pleas to stop juvenile 
delinquency I get (that’s true, and 
you would be surprised at the 
firm) by featuring certain brands 
of tuxedos. All this and heaven 
knows what else has gone into 


Even a cursory reference to the 


the circular file when all I want 


BEST BUFFALO BUY 
for SPENDING POWER 


FOR THE COMPLETE STORY — 
welt the facts and figures—of — 
- Western New York's B-county — 
Bs — © write for the Market 
Peta Beok published by the 
_ Courier-Express. 


ROP COLOR 


i oveitable 
# both daily 
and Sunday. 


purraco COURIER-EXPRESS 


_ Western New York's Only Morning 
: ee nies Pe rPoper 


Buffalo ranks sixth among the 14 

largest metropolitan areas for total 
_ retail sales per family —second in auto- 
- motive sales — fifth in food — first in 
hardware. In the Buffalo metropolitan 
area, effective buying income per family 
in 1953 stood 8.2% above the national 
_ average. You can reach these spenders 
and the rest of the rich 8-county 
‘Western New York market most 
economically in the Daily Courier- 
Express — most completely in the 
_ Sunday Courier-Express, the State’s 
largest newspaper outside of Manhattan. 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 


is a photograph to feature. 
Vigorous promotion—hah— what 
that field needs is elementary ad- 
vertising and public relations 
practice. 
ELEANOR ParrisH, 

Fashion Editor, News Journal 
Co., Wilmington, Del. 

* * 7 


The New Word for ‘Specs’ 

_To the Editor: 

That bad word that we spell | 

“speculative,” 

On new business can be quite | 

frustrative. | 
But at Benton & Bowles, 
They have found the loopholes, 

They just call the damn things! 

“demonstrative.” 


CyYNIcus. 
* + ra 


He Favors Gladys Alone 

To the Editor: As a regular 
reader of 
many years, I think you should 
know how I feel about your new 
series on “Gladys, the Beautiful 
Receptionist.” Frankly, I do not 


ADVERTISING AGE for | 


like the new setup with the two 


Sarak 


57 


people at all. I did enjoy the pre-|that former series! 
vious series when you used only | C. E. NELSON, 
one girl. I hope you'll go back to| Cleveland Manager, Fortune. 


... Says Earle 
food broker with offices in Seattle, Portland and Spokane 


country.” 


Fo "he 
Aaa 


EATTLE 
SEAT /- 


® crested astionat 
a f es 7 


F. Braden, president, JOHNSON-LIEBER CO., 


“Food retailers need all the help we can give them—and 
that includes advertising wisely. Many aggressive retail- 
ers in the Tacoma area would not get a ‘fair shake’ if 
manufacturers advertised only in the Seattle newspapers, 
thinking this promotion sells the entire Puget Sound 
Mr. Braden continues, “When talking with 
the manufacturers we represent, we always emphasize 
the Seattle-Tacoma story ... that Seattle newspapers 
AND the Tacoma News Tribune must be used to sell in 
prosperous and growing Western Washington.” 


; 4 “ 
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57.8% 


Ly ’ of Washington State’s 


emis 3 Home 
ue Furnishings 
Sales 
in these two 


important markets 
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Curtis Assigns °°: ps 
from ‘Better Farming 
to Other Three Books 


PHILADELPHIA, June 21—Better) 
Farming advertising representa-| 
tives have been assigned to the 
sales, trade relations and promo- 
tion staffs of other Curtis Pub- 
lishing Co. publications. 

The recent purchase of Better 
Farming by Farm Journal Inc. 
has given Curtis “the opportunity | 
to accelerate our expansion pro-| 
gram on The Saturday Evening 
Post, Ladies’ Home Journal and 
Holiday with very able and well- 
trained ,men,” according to Ed- 
ward C. Von Tress, v.p. and exec- 
utive director of advertising of 
the company. 

Last fall Curtis opened new ad- 
vertising branch offices in Atlan- 
ta, St. Louis, Los Angeles and 
Minneapolis. 


= Better Farming representatives 
have been reassigned as follows: 

Atlanta: H. S. Kenyon to Holi- 
day publication manager. 

Boston: M. J. Hueston to The 
Saturday Evening Post sales staff. 

Chicago: G. A. Adams to the 
Post sales staff; E. G. Chase to 
special company representative; J. 
C. Hagan to Post sales; W. C. Hen- 
ning to Holiday sales; F. D. 
Schenck to Post trade relations; 
M. L. Seder to Post sales; W. P. 
Thompson to Ladies’ Home Jour- 
nal sales. 

Cleveland: E. L. Burke to Holi- 
day sales; J. H. Hunter Jr. to 
the Post as special representative; 
B. H. Johnson to Ladies’ Home 
Journal sales; B. B. Nichols to 
Post trade relations; G. E. Wins- 
low from Post trade relations to 
Holiday sales. 


® Detroit: J. A. Cummins to Jour- 
nal sales; B. S. Eichner to Post 
sales; M. D. Laine to Post sales. 

Los Angeles: D. D. Mikkelsen to 
Post sales. 

Minneapolis: 
Post sales. 

New York: W. D. Davison to 
Post sales; C. H. Ficke to assistant 
branch manager of New York of- 
fice; J. E. Hanson Jr. to Journal 
sales; J. D. McCarter to Post sales; 
P. H. Mohlar to Post trade rela- 
tions; R. H. Morton to Post sales; 
_ C. J. Narvell to Holiday sales; C. 
C. Ryan to Post sales; P. F. Shan- 
non Jr. to Journal sales; E. D. 
Towler to Holiday sales. 

Philadelphia: A. E. Church to 
Post sales; W. J. Huff to Journal 
promotion staff; G. H. Keeler to 
Post trade relations; B. E. Supplee 
to Holiday promotion; W. B. Wil- 
liams to Post promotion. 

San Francisco: J. P. Dickerson 
to Post trade relations; E. H. 
Driggs to Post sales; M. L. Peek 
to Post as assistant regional sales 
manager for the Pacific Coast. 

St. Louis: C. L. Walker to Post 
sales. 


D. A. Myers to 


Increases Promotion Budget 


The board of directors of the 
Pan-American Coffee Bureau, New | 
York, has voted to increase the 
bureau’s promotional budget by | 


two and one-half times. Effective | 


Oct. 1, the 11 major Latin Amer- 
ican coffee producers who support 


the bureau will be paying 25¢ for | 


each 132-lb. bag of green coffee 
imported into the U. S. or Canada, | 
or slightly less than two-tenths of 
a cent per pound of coffee. 

In 1954, the U. S. imported 14,- 
966,072 bags of coffee from coffee 
bureau members. For the first 
three months of this year, 3,871,968 
bags have been imported. 


Patterson Names Dawson 

Patterson Publishing Co., Chica- 
go, has appointed Dawson Co., 
Miami, southeastern representative 
for American Motel and American 
Restaurant. 


‘Chicago Tribune’ Makes 


, Ad Executive Appointments 
The Chicago Tribune has made 


six executive appointments in its 
advertising department. Harry N. 
King, formerly assistant manager 
‘of general display advertising, has 
been named manager of the new 
client relations division of the ad 
manager’s office. Felix J. Tomei 
Jr., who has been manager of the 
Chicago branch of the eastern gen- 


eral display advertising division, 
was appointed to succeed Mr. King. 
Donald A. Nightingale, previously 
manager of the home and home 
furnishings division of retail dis- 
play advertising, has been appoint- 
ed assistant manager, retail dis- 
play advertising. 

Other appointments in the gen- 
eral display advertising depart- 
ment are William Homer Hatten- 
dorf, formerly manager of the 
sales development division, man- 


ager of the western division; Ed- 
ward D. Corboy, previously a west- 
ern division salesman, manager of 
the sales development division, and 
Wilbur F. Bohnsack, formerly an 
eastern division salesman, manager 
of the Chicago branch of general 
display. 


Emery Ad Corp. Moves 

Emery Advertising Corp., Balti- 
more, has moved to its own build- 
ing at 1201 St. Paul St. 


Advertising Age, June 27, 1955 


Clark to ‘Building Products’ 


David S. Clark has been ap- 
pointed eastern district manager 
of Building Products, Hudson, O., 
recently purchased by James W. 
Zuber, who will publish the first 
issue in September (AA, May 2 
and 23). Mr. Clark formerly was 
New England representative for 
American Builder and prior to 
that time was with I/ndustrial 
Maintenance. 
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Nearly Two-Thirds of 
Coffee, Tea Packers 


Now Offer Premiums 


NEw York, June 21—Nearly 
61% of coffee and tea packers are 
now boosting brand sales with 
premium offers. In 1954 the pro- 
portion was 58%; in ’53 it was 55%. 

This trend is presented in the 
sixth annual survey of premium 


use in these fields, just completed |more coffee and tea premiums are 


by Coffee & Tea Industries. 

Household items were the lead- 
ing premiums offered last year by 
tea and coffee packers, accounting 
for 68% of the total, the survey 
found. While giveaway premiums 
| were most popular last year, self- 
liquidators are now the single most 
frequently used type, representing 
45% of the promotions. 

Last year, mail topped other 


delivery methods, but currently 


i 


being delivered through 
stores. 

While premium budgets tend to 
be larger this year, in amount and 
in proportion to gross sales, the 
publication says, many of the 
heaviest premium users have in- 
significant premium budgets be- 
cause their deals are self-liquidat- 
ing. 

A 36-page reprint of “Premiums 
in 1955” is available from Coffee 


food 


& Tea Industries, 106 Water St., 
New York 5. 


Rail Institute Elects Parkes 

Holcombe Parkes, v.p. and di- 
rector of public relations of Benton 
& Bowles, New York, has been 
elected president of the Railway 
Progress Institute, succeeding P. 
Harvey Middleton, who is retiring. 
Mr. Parkes will assume his new 
post in the organization’s Chicago 
headquarters July 1. 


Because a woman’s greatest interest is her family, Woman’s Day gives 
her a wide range of articles with family appeal—from discussions on 
child guidance to exciting ideas for a family vacation. Many of these 
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articles are not only about—but for other family members! 


But Woman’s Day is more than a family magazine—it is mainly a 
woman’s service magazine. She buys it for a way to splashproof her 
bathroom . . . for 9 satisfying salads to round out a light meal... for a 
story by Joseph Wechsberg... for high-fashion ‘‘separates”’ in little- 
girl versions. It all adds up to the highest editorial ratio among top 
women’s service magazines (62%). That’s how Woman’s Day goes all 


out to bring her the best. 
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Coming 
Conventions 


*Indicates first listing in this column. 

June 26-29. National Advertising Indus- 
tries Exposition, Hotel Morrison, Chicago. 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multnomah 
Hotel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting. The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Aug. 6. Midwestern Advertising Agency 
Network, 3rd quarterly management and 
production workshop, Drake Hotel, Chi- 
cago. 

Aug. 6-9. Mail Advertising Service 
Assn., annual convention, Statler Hotei, 
Los Angeles. 

Aug. 15-19. Photographers’ Assn. of 
America, 75th anniversary convention, 
Conrad Hilton Hotel, Chicago. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world convention, 
Ambassador Hotel, Atlantic City. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn., 3lst annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-9. National Advertising Agency 
Network, midwestern regional meeting, 
Dayton. 

Oct. 14-16. National Advertising Agency 
Network, eastern regional meeting, At- 
lantic City. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4ist annual meeting, Drake Hotel, Chi- 
cago. 

*Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, 
Automotive Bldg., Canadian National Ex- 
hibition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society 
of America, annual national conference, 
Ambassador Hotel, Los Angeles. 


RAB Elects Hayes, Harris 
to Board; Plans Move 

Arthur Hull Hayes, president of 
CBS Radio, and Jack Harris, gen- 
eral manager of KPRC, Houston, 
have been named to the board of 
Radio Advertising Bureau, New 
York. The promotion bureau’s an- 
nual budget has been set at $732,- 
000, with 12 special research proj- 
ects to be included. 

Effective Sept. 1 the enlarged 
staff of RAB will move to new 
quarters at 460 Park Ave. 


' Howard W. Sams, Chairman 
' Howard W. Sams & Co., inc. 
says this about his 


Minox 


camera 


**the supreme little MINOX 

is the king of conversation 
pieces! nothing has ever 
come into my life that has 
provided keener satisfaction, 
**in my work... for my 
pleasure—! use the MINOX, 
world's tinest precision 
camera—so light (2% oz.), 1 
always have it in my pocket."’ 
fast f/3.5 lens. all speeds 


from 1/2 sec. up to 1/1000 sec. 
NO FLASH NECESSARY 

FOR INSIDE SHOTS. 

@ fabulous GIFT! 

minox II-$ with 

chain and case 13950 
for literature and 

dealer, write Dept Mm. 
KLING Photo Corp. 
235 Fourth Ave., 

New York 3, N.Y. 
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Old Winchester 
Offers New Bang: 
Men’s Toiletries 


New York, June 21—Using the 
famous Winchester Arms label as 
a brand name, Olin Mathieson 
Chemical Corp. is test marketing a 
new line of men’s toiletries on 
the West Coast. 

Included in the line, now being 
sold in 10 western states, are four 
$1 items: Winchester “Repeater” 
aerosol lather shave, Winchester 
“Gun Smoke” after shave lotion, 


Winchester “Silent Partner” _Geo- THE WILD WEST WAS NEVER LIKE THIS—Test marketing Winchester men’s 
dorant stick and Winchester “Gun toiletries on the West Coast, Olin Mathieson Chemical Corp. had 
Smoke” body rub cologne. screen star Buddy Ebsen deliver the first shipment via stage coach. 


Four special gift sets—‘Double : : siti hri 
Barrel,” “Side by Side,” “Trail Ebsen is handing over initial package to M. A. Borun, v.p., Thrifty 


bd Blazers” and “High, Wide and Drug Stores Co., Los Angeles. Looking on is Jim Shannon, manager 
jus dl wor al endeeeucnien sre bein g of- of marketing, Winchester Toiletries. 
fered. Distribution is through drug 
and department stores. 


Taking the Winchester name as 
a cue, Olin is using a “he-man” 


, L k Sh re EK lectrot e! pitch to promote the line— 
, dl 4 0 Y Dp + “Grooming aids as rugged as the 
‘ Old West.” 

The lather shave and deodorant 
stick come in simulated shotgun 
shells. Bottles are flask-shaped, 
with the Winchester name and 
rifles embossed on the glass. 


is more than 


It’s people in action 
doing what you want 
when you want it 


® The line bears the Winchester 
name by virtue of the fact that 
Winchester Arms & Ammunition is 
an Olin division. Winchester Toi- 
letries has been set up as a sep- 
rate Olin unit—it is not a division 
yet—and it has its own sales force. 
In charge of marketing is James 
Shannon, formerly director of 
public relations for Olin’s Squibb 
Division and befor: that, with 
Earl Newsome & Co. 


a introduetign it the ‘West to act 
f 
- " ‘ ace * 
: America’s ltr ? < You cant cover 
: ‘ ’ 
only plant | 3 North Carolina 


v with all of these services: 


WINCHESTER 


— 


Journal 


* Reillytypes 
Reilly Plasticty pes 


without the 


*Bista Pre-Madeready Mats ssuseanoaat 

for Newspaper R.O.P. Color a en nti | n Q 
Newspaper Mats (day Scot tao a 

and night) See. aiuieeenbslineeiess. 


Engraving Service Department 
*Centrifugally Cast 
Pre-Madeready 
Electrotypes 


Black and White and 
Color Reprint Service 


*U.S. Patents Granted 


| | 
os 


Shore Electrol pe tiv. 


HE-MAN STUFF—Olin Mathieson 
Chemical Corp. runs full page in 
Sunset to back introduction of new 
line of men’s toiletries under Win- 
chester name on the West Coast. 


the stage for a national marketing 
drive. The giant chemical company 
hopes to capture a good share of 
the men’s toiletry market through 
its promotional approach, empha- 
sizing masculinity (a la Marl- 
boro). However, Mr. Shannon told 
AA no further marketing plans 
will be made until sales through 
Father’s Day are evaluated. 

Olin has been using newspaper 
space in 14 markets, television 
spots in Los Angeles and pages in 
Sunset to introduce the Winches- 
ter line. Point of sale displays are 
being featured prominently in the 
Thrifty drug store chain. Part of 
the introductory drive, which 
started last month, is a consumer 
contest, with Wi: chester rifles be- 
ing offered as p ‘zes. 

Cunningham & Walsh, the agen- 
cy for Olin’s Squibb and Lentheric 


divisions, is handling Winchester. 


ONLY THE JOURNAL AND SENTINEL 
COVER THIS VITAL MARKET 
IN THE SOUTH’S NO. 1 STATE 


North Carolina has more prospective buyers than any other Southeastern 
state; 18% more than Georgia, 92% more than South Carolina. And unless 
you’re buying the Winston-Salem Journal and Sentinel you’re missing the 
vital 9-county Northwest North Carolina market, made up of nearly half a 


million people in 17 bustling communities, with over half a billion dollars 
in consumer spendable income. 


WINSTON-SALEM 


and Northwest North Carolina 


The Journal & Senti- 
nel are the only pa- 
pers in the South ines <a S. Si 


offering a Monthly 
WINSTON-SALEM TWIN CITY 


SE OURNAL he SENTINEL 


an ideal test market. 
_ MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 
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Gerald Smith, Son 
of Street & Smith 
Founder, Dies at 42 


PRINCETON, N. J., June 21—Ger-. Biow-Beirn-To 
ald H. Smith, 42-year-old presi-| igo Names 


dent of Street & Smith Publica- 
tions, died at his home here June 
18. 

A grandson of the late Francis 
S. Smith, who was a founder of 
S&S in 1855, Mr. Smith had been 
president of the company since 
1948. Street & Smith, which cur- 
rently publishes Charm, Mademoi- 
selle and Living for Young Home- 
makers, was the original publisher 
of Buffalo Bill, Frank Merriwell, 
Horatio Alger and a number of 
pulp and comics magazines. It 
abandoned the pulps and comics 
in 1949. 

Mr. Smith, born at Swampscott, 
Mass., attended Hotchkiss School, 


Lakeville, Conn., and Princeton. 
He entered the company after) 


completing his college education 
and held a number of posts before 
being promoted from v.p. to pres- 


‘ident seven years ago. 


He was a director of the Maga- 
zine Publishers Assn. and a for- 
mer director and v.p. of the S-M 
News Co. 


WINTHROP S. TUTTLE 

OnerpaA, N. Y., June 21—Win- 
throp S. Tuttle. 61, publisher of 
the Oneida Daily Dispatch, died 
June 17 in Tyron, N. C., where he 
had resided since retiring in 1952. 


In 1928, Mr. Tuttle bought a| 
in the Dis-| 
patch, then a weekly, and con-| 


controlling interest 
verted it into a daily the same 
year. Before coming here, he had 
worked in the advertising depart- 
ment of the Chicago Tribune and 
the New York Daily News. 

Although Mr. Tuttle retained 
the title of publisher of the Dis- 
patch, a son, John T. Tuttle, has 
operated the paper since 1952 as 
president and editor. 


HERBERT D. BRAUFF 

Witson, N. C., June 21—Her- 
bert D. Brauff, 64, editor and pub- 
lisher since 1947 of the Wilson 
Daily Times and executive of 
other newspapers, died June 15 
in Richmond, Va., where he had 
suffered a heart attack while on 
business. 

A native of Chattanooga, he al- 
so was president and publisher 
of the News, Vandergrift, Pa., 
president of the Daily News, 
Washington, N. C., and the Prog- 
ress, Havelock. N. C., v.p. and a 
director of Station WNCT-TV, 
Greenville, N. C. 

His first daily newspaper ex- 
perience was as a reporter for 
the Chattanooga Times, which he 
joined in 1907. 

Later he worked for the In- 
dianapolis Star, Detroit Free Press 
and Tribune, New York Evening 
Post, Pittsburgh Gazette-Times 
and the Philadelphia Public Led- 
ger. He also formerly served as 
editor of the Johnstown Leader, 
and the Reading Tribune, as man- 
ager of the Altoona Tribune and 
owner of the News, Nanticoke, Pa 


WILLIAM B. WARD 

Kansas City, June 21—William 
Bernard Ward, 43, owner of the 
William B. Ward Co., advertising 
specialties firm, died June 11 in 
Menorah hospital after a two 
months illness. Mr. Ward had op- 
erated the advertising company for 
the past ten years. 


ED HUNTER 

DENVER, June 21—Ed M. Hunter, 
60, president of Ed M. Hunter 
& Co., Denver agency, died here 
June 16 after a long illness. A 
Denver resident since 1921, Mr. 
Hunter opened a print shop soon 
after his arrival. Five years later 
he entered the advertising busi- 


/wood as production manager, and 


ness. He organized his own firm! 
in 1943, after also having had a 
local radio program for several 
years. He also has been a writer 
for sports publications. 


Five Exec Staff Members 

Biow-Beirn-Toigo has appointed 
five men to its executive staffs 
in New York and Hollywood. 
John E. Mosman, formerly with 
Maxon Inc., has been named man- 
ager of radio and television; Marc 
Statler, previously with Compton 
Advertising, has been named man- 
ager of film production, and 
Richard C. Steenberg, formerly 
with McCarthy Enterprises, has 
been named administrative assist- 
ant to John Toigo, exec. v.p., all 
in New York. 

Robert Busch has been trans- 
ferred from New York to Holly- 


Arthur Napoleon, former free 
lance writer, has joined the Hol- 
lywood office as manager of radio 


and television. Mr. Mosman, Mr. 


Statler and Mr. Napoleon al! have 
worked for Biow-Beirn in the 
past. 


‘N. Y. News’ Boosts Three 

P. B. Stephens, formerly busi- 
ness manager of the New York 
News, has been named general 
manager of the newspaper. Mr. 


Stephens has been succeeded by | 
previously 


George E. Donnelly, 


| affiliated with ABC’s radio net- 
heeaie» 


Prudence Dorn Joins K&E 
Prudence Dorn, formerly with | 
|‘Everywoman’s Magazine, has Bus 
joined the promotion department | | RRRISRR RGU agen gener 
of Kenyon & Eckhardt, New York, | ((QRRIRRRISRSS See 
as director of home economics. 


assistant business manager. W. H. 


James, formerly administrative as- 
sistant to the business manager, 
succeeds Mr. Donnelly. Realign- 
ment of the business office, AA 
was told, follows the appointment 
last month of F. M. Flynn as pub- 
lisher (AA, May 23). 


ABC-TV Adds Four Stations 
Four more stations have affili- 
ated with the television network of 
American Broadcasting Co. They 
are KWTX-TV, Waco, Tex.; 
WMGT, Pittsfield, Mass.; KCCC- 
TV, Sacramento, Cal., and KZTV, 
Reno. WISN, Milwaukee station 
owned by Hearst Radio Inc., has 


THE Fiust WAY IS THE Best WAY... 


TO SELL THE $471,527,000* QUAD-CITY MARKET 
Davenport, lowa — Rock Island, Moline and East Moline, Ill. 


DAVENPORT NEWSPAPERS 


FIRST in advertising lineage in the Quad-Cities! FIRST in 
Quad-City circulation! FIRST in advertising lineage 


IN ALL IOWA 


Morning Democrat Evening Daily Times 
Sunday Democrat &' Times 
Headquarters: Davenport, lowa Represented Nationally by JANN & KELLEY, INC. 


*Copr. 1955 Sales Mgmt, 
Survey of Buying Power 


"Ok-aay, J. B. ... Ok-aay... next time I'll check it and be sure they 
don’t forget things have changed in Cincinnati”’ 


BETTER NOT TRUST your own memory too far. Things have changed 
in Cincinnati. Today, the CINCINNATI ENQUIRER leads the daily* field 
in City Zone Circulation, and in Retail, General, Total Display, Clas- 
sified and Total Advertising Linage. (Source: A. B. C. and Media 
Records, latest 6-months’ figures.) *There has never been a question, 


of course, about the Sunday Enquirer’s leadership. 


> . ary 

2) SOLID CINCINNATI 
READS THE 

CINCINNATI ENQUIRER 
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62 Advertising Age, June 27, 1955 
Advertising Pages and Linage in Farm Publications 
Official Figures for May and Year-to-Date as Compiled by Farm Publication Reports Inc. 

Publications with an * report directly to ADVERTISING AGE 

Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
and Livestock, and Livestock, 
-—Total Advertising, in Pages—. ————Total Advertising, in Lines————, in Lines -—Total Advertising, in Pages——. ————Total Advertising, in Lines-————, in Lines 
May May Jan.-May Jan.-May May May dan.-May Jan.-May May May May May Jan.-May Jan.-May May May dJan.-May Jan.-May May May 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
Farm Magazines | Kansas Farmer ....... 51.2 47.5 264.0 263.5 28,915 36,097 200,656 200,263 36,838 33,961 
+Better Farming ..... 88.7 90.2 415.5 451.7 38,046 38,689 178,247 193,744 37,167 37,847 | Michigan Farmer .. 59.0 56.9 328.2 344.7 45,297 43,671 252,065 264,736 40,475 38.783 
Capper’s Farmer ...... 60.6 52.0 309.9 307.1 26,012 22,290 132,940 131,758 24,832 21,266 | Missouri Ruralist 45.6 41.6 287.3 266.1 34,660 31,599 218,385 202,257 31.608 28,613 
Farm Journal: ; Montana Farmer-Stockman 71.5 63.0 364.4 340.7 54,089 47,635 275,506 po nig ons 48,090 ms 
National Less Western | Nebraska Farmer 91.5 784 490.7 463.1 69,201 59,267 370,979 350,127 62,453 4 
senses tiie’ and feo es es Gass Sous es ates deter Seuee| Mer Ewant mein 342 a 728 aS BK Bee ee lean Lee tau 
estern fon .. : . . , ’ , ’ ’ ' hio Farmer ......... ; - ; } ‘ ‘ ‘ , . : 
Average 2 Editions . 98.3 alana 509.0 498.5 42,171 39,840 218,339 213,852 41,242 38,806 | Oregon Farmer ....... 42.8 43.7 237.6 253.7 32.321 33,027 179,603 ct oan noe 
§Farm & Ranch—Southern Agriculturist: | Pp Ivania Farmer .. 53.5 45.4 333.4 299.5 41,072 34879 256,084 y ; ‘ 
HSoutheastern Edition 33.2 38.0 209.3 2128 14,250 16302 89,776 91,271 12,446 146201 purvtanen 
Southwestern Edition 34.9 46.2 2355 272.3 14,989 19,827 101,017 116,834 12,987 17,486 illinois Edition .. 87.3 84.3 519.0 502.6 63,570 61,369 377,818 365,885 54,680 53,557 
Weighted Average 2 |  gIndiana Edition .. 89.1 81.8 5216 488.1 64,842 59,551 379,718 355,329 55,952 51,739 
a 34.0 40.7 2215 232.1 14,593 17,447 94,984 99,529 12.697 15,551 Average 2 Editions 88.2 83.1 520.3 495.4 64.206 60.460 378.768 snes? 05.586 52.668 
Progressive Farmer: Rural New Yorker . 33.9 28.5 195.0 200.0 26,608 22,326 152.884 ‘ " I 
HCarolina-Va. Edition 115.2 94.3 519.2 530.2 78,366 64,132 353,026 360,542 74,018 61.645 | Utah Farmer. 451 439 2483 2484 34104 33178 187724 187803 32381 30832 
#Ga.-Ala.-Fia, Edition 120.3 97.0 546.6 539.2 $81,772 65,945 371,700 366,685 77,694 63,288 | wallaces’ Farmer .. 95.6 94.6 572.1 551.2 74,945 74,175 448,512 432,127 68,916 65,990 
3 Ky.-Tenn.-W. Va. “ acide dame elle ome Mies ville “tele Washington Farmer .... 43.4 44.2 243.2 256.1 32,845 33,379 183,879 195.640 — a 
Edition ......... 111.7 2 502. . ‘ , ‘ : Western Farm Life... 31.3 311 178.0 180.1 24,504 24,369 139,564 , . 
#Miss.-La.-Ark. Edition 112.5 94.8 4936 512.3 76,522 64,476 335,619 348,385 72,890 62,354 aA Edition 126 118 145.2 160.1 9,906 9,223 113,824 125,496 3,570 3,583 
Texas Edition .... 113.3 95.2 509.6 523.3 77,019 64,723 346,518 355,822 73,134 62,204 | Wisconsin Agriculturist & 
Average 5 Editions .. 114.6 93.9 514.2 521.6 77,933 63,856 349,641 354,738 73,933 61,415 SN a udtnccchas 75.7 705 435.4 402.3 59,313 55,283 341,324 315,442 57,339 53,141 
Successful Farming . ae 85.0 494.4 490.1 41, aa a eesti Gita ~ = ata Tetal Group ...... 1331.41,2335 7,399.7 720831015207 941.089 5,641,260 5495501 916374 844.707 
Total Group ....... 488.6 454.7 2,464.5 2,501.1 240,34 §This edition also carries all linage appearing in Western Farm Life. Not included in totals. 
t Formerly mu Gentleman. 2tNot included in totals. §Changed to Southwestern and a — = gpa — 
Last year’s pages and lines for Southeastern Edition are an average of the 1954 figures for Upper and Lower e 
South editions. Farm Linage Trend Figures in Thousands 
a. MAGAZINES MONTHLIES 
ect kiink bcs 1442 146 9.1 # «£«+9+%79.3 6,085 om ond — ie Aer 1955 1955 
American Fruit Grower 26.1 27.0 183.0 172.7. 11,255 11, ' : / 
“ian wa 2 ¢ 3,082 11,676 90,578 93,691 10,763 8,925 may| 240 Mav 478 J 
Eastern Edition .. 30.5 27.2 211. 18.4 13, J A , . a 
ZMidwest Edition .. 245 25.8 174.7 185.0 10,520 11,049 74932 79,381 8980 8987 || APR| 266 ee APR.| 544 7 
#Pacific Edition .. 28.1 25.6 183.9 164.0 12,039 10,983 78,888 70,357 10,204 8,902 1954 1986 
Southern Edition 28.5 249 175.4 165.2 12,206 10,683 75,242 70,869 9,544 7,939 
Average 4 Editions .. 27.9 25.9 186.3 183.2 11,962 11,098 79910 78575 9873 8.688 | | may a aa MAY 
Arkansas Farmer ..... 21.2 13.2 1153 89.1 16,041 9,991 87,154 67,388 15,276 9,488 . 
Better Farming Methods 33.8 33.9 187.3 180.3 14,498 4.5% 0.504 vias nas re 
Breeder’s Gazette .... 15.6 12.2 104.6 25.8 7,042 47 , ' . . 
*Broiler Growing ..... 30.2 40.8 1924 227.9 12,951 17.497 82,545 97,788 9,906 11,764 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
*California Citrograph 23.1 17.9 125.5 113.1 15,554 12,040 84,328 76,062 15,386 11,900 1955 1955 1955 
*California Farm Bureau . 
Monthly .......+.. 118 120 646 655 8.890 9067 48853 49,520 8344 8491 | | MAY|1,015 | may[96 | MAY| 382 } 
*Carolina Co-operator . 9.0 9.0 46.0 45.3 3,780 3,780 Re Ro 70 2s i - 
*Cattleman, The ..... 106.7 103.9 575.4 537.8 44,807 43,617 241, APR. r[145 | APR. 
“Cooperative Digest ... 10.0 8.0 25.9 324 4,190 3,360 10,883 13,618 4,170 3,220 1236 AP [414 
meer Ay 4 1,935 11,177 68,450 64,077 11,935 11,177 ~~ sss ore 
Vo-Ag Teacher ..... 27.8 26.1 159.6 149.4 11,935 1, . ’ ’ ’ ET tgs. 
“Electricity on the Farm 12.7 105 $7.9 55.9 4569 3,750 20670 19,953 4,569 3,750 | | MAY MAY ya 388 
*Farm Management ... 24.0 22.1 1,285 90.0 10,285 9,489 55,133 38,606 10,285 9,489 
Farmer-Stockman ..... 55.4 51.0 261.1 259.9 23,764 21.888 112,010 111,511 21,479 19,142 
*Florida Cattleman .. 58.7 57.6 338.2 342.7 pt a oo a ry 4 pe Bi-Weeklies 
*Florida Grower & Rancher 21.5 15.8 144.3 129.4 14,63 7 ‘ . ’ ' 
Kentucky Farmer ..... 28.0 21.7 157.5 147.4 21,953 17.039 123,496 115,549 20,265 15,480 ae toe teense 68.9 66.3 414.9 403.1 52,082 50,098 313,698 304,714 50,486 48,707 
*Michigan Farm News i ae 13.1 121 4,215 7,905 30,524 27,969 4,095 7,763 | Caifornia Farmer: 
*Mississippi Farme 17.2 74 93.8 57.7. 13.019 5,596 70.917 43,599 12,765 5,383 Northern Edition . 50.4 56.7 293.2 287.9 38,071 42,860 221,695 217,668 36,106 40,034 
Pecan ye _* 10.1 108 72.0 60.0 6,939 7,439 49.517 41,385 6,342 6,590 Southern Edition . 49.3 52.3 288.1 287.7 37,277 39,531 217,840 217,504 35,450 36,705 
CNationsl GH News «168 «156 4«1OL3 «927 «7087.:~=«S4T.—«=«4Z'S33. «38946 ©7047 «6.547 | _ Average 2 Editions .. 49.9 545 290.7 287.8 37.674 41196 219,768 217.586 35.778 38.370 
Mer ensry ties check ve , ‘ . , ’ ' *Dairymen’s League News 8.2 10.9 61.2 64.8 5,960 7,964 44,546 47,278 5,493 7,399 
Producer .......... 12.4 113 77.6 72.3 9,040 8,205 56,457 52.625 8.748 7,916 Total Group ....... 127.0 131.7 766.8 755.7 95,716 99,258 578,012 569.578 91,757 94,476 
*Nation’s Agriculture 10.8 5.2 48.9 46.6 4,878 2,359 22,015 20,997 4,878 2,359 | 3 Not included in totals. 
*New Jersey Farm & 
Garden : openness oc 49.9 49.3 266.4 286.8 22,487 22,219 yy a yend wo All figures in the following groups were compiled by Advertising Age 
*Ohio Farm Bureau News 12.0 11.1 59.1 57.4 5,383 5,016 26,60 ' , . 
Poultry Tribune: Weeklies 
#Eastern Edition .. 38.6 318 2418 241.6 16,544 13,662 103,740 103,642 14,179 11,026 | Weekly Star Farmer: 
#Central Edition .. 348 26.0 208.9 209.2 14,947 11,166 89,618 89,745 13,359 9,619 Kansas Edition ..... 20.0 23.1 109.2 121.1 49,335 56,944 269,084 298,408 320,226 37.463 
Western Edition .. 39.4 27.8 239.1 220.0 16,892 11,944 102,583 94,385 14,687 9,971 Missouri Edition .... 18.1 22.9 107.3 121.9 44,675 56,374 264,460 300,209 25,600 37.287 
#Pacific Edition .. 43.6 36.6 249.5 243.8 18,714 15,686 107,053 104,601 14,846 11,835 Okla.-Ark, Edition .. 17.1 22.1 100.0 115.6 42,156 54,404 246,420 284,620 24.836 36,645 
Average 4 Editions .. 39.1 30.2 234.8 228.7 16,774 13,115 100,749 98,093 14,268 10,613 
t*Southern Farm & Dailies 
WUE. scetecices 21 S22 — me er Sas RS Ry -~ Re RS isin Celle Qroun 
thern Plant 28.1 25.8 200.0 : , ) , 
turkey World =... 418 37.7 2739 271.1 17,932 16157 117.499 116,275 13,824 12,553 a ee ES I eS SCR BE Ee 
*Western Dairy Journal 31.9 33.1 188.1 194.0 13,668 14,210 80,696 $3,262 és sais Telegram .......... 26.2 27.7 189.8 175.6 55,852 58,892 403,804 373,679 35,699 39,788 
*Western Livestock Journal 95.4 87.9 516.7 509.6 40,926 37,748 221,680 218,698 15,106 j gute Bie dood 
*Wyoming Stockman-Farmer 29.8 26.8 151.8 125.5 26,712 23,996 136,024 112,540 21,095 20,021 “ty sour 36.8 32.0 222.1 200.7 78,254 68,028 472,565 426,991 49,103 44,791 
Total Group ....... "054.7 879.0 5,446.0 5,197.0 477,545 435,350 2,736,925 2,577,777 378,784 343,245 | st Louis Daily Livestock 
tPublished quarterly effective April 1955; larger page size (1,000 lines) in May 1954. Not included in totals. Reporter .......... 20.7 19.3 132.3 116.2 44,074 41,017 281,456 247,206 29,911 28,582 
Total Group ....... 173.8 174.5 1,055.2 1,029.5 388,530 393,963 2,351,704 2,310,755 235,220 258.195 
Newspaper Monthly Farm Sections 
*lowa Farm & Home... 31.0 27.6 130.4 140.9 31,638 28,401 132,999 verse —_ 7 | Canadian 
*Rural Gravure ...... 92 84 386 45.9 9,169 8.441 38,564 ee 7 27e 12.458 | Le Bulletin des Agriculteurs 63.6 59.6 279.6 282.2 44,524 41,725 195,686 197,529 44,326 41,507 
*Texas Ranch & Farm 13.9 146 814 78.2 14,616 15,330 85,421 82,180 _ 12, “s>- | Country Guide ...... 48.5 49.7 211.6 252.1 34,933 35,779 152,323 181,523 34,933 35,779 
Total Group ...... 54.1 6 250. 265.0 ~ 55,423 52,172 257,004 273,172 52,248 48,360 | Family Herald & Weekly Star: 
#Eastern Edition .. 90.0 93.9 469.8 471.6 90,010 93,909 469,815 471,538 63,139 64,722 
Semi-Monthlies Western Edition 75.1 768 389.9 400.1 75,120 76,756 389,931 400,041 58,096 57,394 
American Agriculturist 34.3 30.3 185.4 177.1 24,934 22,057 134,968 128,965 22,580 20,025 | , Buudue 2 Etitions = 82.6 85.4 429.9 435.9 62,565 85,333 429,873 435,790 60,618 61,058 
Colorado Rancher & 
Sie: ......0cdit 43.7 36.4 205.5 195.6 33,000 27,490 155,323 147,909 29,094 24,585 | _ Countryman ........ 53.5 55.1 255.6 287.3 37,469 38,578 178,938 201,118 30,987 32,430 
295.423 79.758 71,525 | Farmer's Magazine ... 37.4 37.6 146.4 176.9 16,036 16,122 62,810 75,874 15,967 16,088 
Dakota Farmer ...... 103.8 94.1 386.0 3768 81,342 73,809 302,613 \ ; zi 
F 2 868 503.1 4829 70.680 68.033 304,424 378.632 65,490 62,320 Free Press Prairie Farmer 110.4 114.1 508.3 569.1 117,211 121,248 589,580 591,944 73,822 77,442 
Se RS fon 422 2817 «2677 35821 30.710 205105 194881 30.271 25,551 | Western Producer .... 45.7 46.2 257.6 2838 48.947 49,426 275,663 303,709 32.766 31.544 
idaho Farmer ......-- 49.0 41.0 249.2 243.4 37,063 30,991 188,408 184,011 35,303 29,105 Total Group ...... 441.7 447.7 2,089.0 2,287.3 381,685 388,211 1,884,873 1,987,487 293,419 295,848 
“Indiana Farmer’s Guide 21.6 24.2 147.7 153.3 16,917 18,949 115,825 120,121 11,904 13,231 Not included in totals. 


Public and Dealers 
to See New Philco 
Line on TV Tuesday 


MraMr BEACH, Fia., June 24— 
On Tuesday night Philco Corp. will 
“show” its new television and) 
radio receiver line to its 100,000) 
dealers around the country and is 
inviting the rest of the nation to 
look at the same time. 

This innovation in introducing 
a new nationally advertised line) 
via open-circuit television(ABC-| 


TV) marks a first for the televi- 
sion and appliance industry. Gen- 
eral Motors does it each year. 

The show, mundanely entitled 
“Convention in Miami Beach,” will 
be telecast from the Fontainbleau 
Hotel from 8 to 9 p.m., EDST, 
during regular convention proceed- 
|}ings. Some 1,200 distributors are 
attending the mid-year meeting, 
which will begin June 26 and will | 
run through June 29. 


«s Commentator John Daly will 
emcee the proceedings. Bess Mey- 
erson and Lee Ann Merriwether 


(Miss America, 1954) will do the 
commercials and descriptive work 
on the new line. 

At the end of the hour-long 
show, Philco will give viewers a 
glimpse into some of its future 
products, now in the engineering 
and research stage. 

The only report on the long- 
awaited Philco color television sys- 
tem will be made by president 
James H. Carmine, who is ex- 
pected to report considerable prog- 
ress and nothing more. 

Advertising plans for the fall 
also will be disclosed to the con- 


vention. Hutchins Co., Philadel- 
phia, is the Philco agency. 


Screen Gems Sets Up 
Canadian Affiliate 
Screen Gems, New York, the tv 


film production and distribution 


subsidiary of Columbia Pictures 
Corp., has formed Screen Gems 
of Canada Ltd. to handle the sale 
of the company’s product in Cana- 
da. Screen Gems’ shows formerly 
were distributed in Canada by 
Telepix Movies Ltd. 

The new company, which will 
have offices at 102-108 Peter St., 


Toronto, will be headed by two 
former Telepix executives, Joseph 
Dunkelman and Lloyd Burns. Nine 
Screen Gems’ series are now avail- 
able to sponsors, agencies and sta- 
tions in Canada. 


Incabloc Sponsors Contest 
Incabloc Corp., New York, is 
running a contest open to any re- 
tail jeweler, watchmaker or sales 
person in the U. S. on, “How I 
increased my watch sales with In- 
cabloc shock absorbers.” First 


prize winner will receive a two- 
week trip to Switzerland for two. 
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_launched with spreads in Collier’s 


Ethyl Ad Motif 


The more you drive, 
the less it costs per mile! 


Leaving your car home in the ga- 
rage costs you almost as much gs 
driving it 

Figures compiled by the Ameri 
can Automotule Association show 
that the amount of gasoline and ot 


Driving Costs for Average Family 
(HUSBAND, WIFE AND ONE CHILO) 


you use affects total car expens 
far less than the fixed charges 
insurance, license fees and depre- 


cation. These costs are about the 

same whether vou drive 5,000 miles 

a year or 15,000. If you have any a 

doubts on this, see how little more OPTS ME $1,108 

a car dealer can allow for a low- Cost per mile 5.2 25¢ 

mileage used car. Trade-in values for each member ¢ 

are based largely on year and von- of family 

dition of the car “MOURCE: AAA 
Of course, you'll use more gaso- 

line and oil as you drive more. But — out of vo our car investment, use your 

U. 8. oi companies have held their car more ake your family on a 

otene& ibe even with the taxes motoring vacation shop by car 

on gasoline) that additional mile- enjoy week-end trips. And re- | 

age costs very little. Ax shown on member—the more you drive, the 

the chart, the family that drives less it costs per mile! 

5,000 miles a year will pay 5.2 per 

mile for each member of the family 

The family that drives 15,000 miles ETHYL 


will pay only 2.5¢ per mile 
52°. leas! 


So, to get your money's worth 


\ CORPORATION 
: New York 17, N. ¥. 


UNIT COST—This ad for Ethyl Corp. 
appears in the July Reader’s Di- 
gest. Previously the drive was 


and The Saturday Evening Post. 
Batten, Barton, Durstine & Osborn 
is the agency. 


‘Drive More; It 
Costs Less’ Is 


New York, June 21—Although 
it may not bring unbridled joy to 
the Sunday driver hung up in an 
automobile jam, Ethyl Corp. this’ 
week kicked off a national cam-| 
paign to get more cars on the road. 

Appealing to those cost-con- 
scious individuals who are anxious 
to get the most out of everything 
they own, Ethyl has fashioned a 
campaign built around the theme, 
“Drive more... it gets cheaper by 
the mile.” 

The campaign, launched with 
spreads in the June 18 Saturday 
Evening Post and the June 24 
Collier’s, is based on this seeming- 
ly incontrovertible logic: A car 
owner has certain fixed costs— 
depreciation, insurance, license 
fees—and since these costs remain 
the same whether the car is driven 
or left in the garage, he may as 
well drive it and get his money’s 
worth. 

To back up its thesis, Ethyl is 
featuring cost studies done by the 


| gan, “Drive more. 
_er by the mile,” has been produced 
in a variety of display forms and/| 


will continue through October in 


Collier’s, the Post and Reader’s 


| Digest. Ethyl also is conducting a 
vigorous trade promotion for tie- 
in support from other industries, 


| such as oil and automobile com- 

panies, hotels, restaurants, stores, 
manufacturers of luggage, sporting | 
| goods and clothes. 


A b&w shield displaying the slo- 


is available in quantity at cost. 


.it gets cheap- | 


Ethyl is making personal pres- 
entations to marketing executives 
and also is preparing an eight- 
page newspaper supplement con- 
taining editorial features promot- 
ing the “drive more” idea. This 
supplement will be distributed to 
more than 10,000 dailies and week- 
lies. 

Ethyl explains that this program 
was “prompted by the fact that,! 
despite a broad increase in car 
ownership in recent years, the 
| American motorist is apparently 


63 


not making full use of his car.! anticipating a sustained growth 
This has created marketing prob-| in the individual use of automo- 
lems of varying magnitude for! biles and in the demand for auto- 
those industries which have been’ motive products and services.” 


@ |f Your Printer Doesn't Want ‘em, WE DO! 


(or we'll do it for him) 
IMPRINTING OR OVERPRINTING 


OF FOLDED AND BOUND JOBS 
CHICAGO 7 


Sersen’s IMPRINTING, Inc. ee Ogg 


Built-ins are changing the future 


of your kitchens... 


‘American Automobile Assn. These] == 


show that the fixed charges cost 
the motorist the most. For ex- 
ample, the annual depreciation 
cost for a car owner is listed at 
$477.36, whether the car is driven 
5,000 or 15,000 miles. 


® “If you have any doubts about 
this,” says the Ethyl ad copy, “just 
see how little more an automobile 
dealer can allow for a low-mileage 
used car. You’ll find that trade-in 
values are based largely on the 
year and condition of the car— 
with little attention given to mile- 
age.” 

Ethyl concedes that “you’ll use 
more gasoline and oil as you drive 
more,” but points quickly to a 
cost-comparison chart to clinch 
its argument. This chart, high- 
lighted in the ad, shows that the 
family (husband, wife and one 
child) that drives 5,000 miles this 
year by car will pay “about 5.2¢ 
per mile for each member of the 
family,” while “the family that 
drives 15,000 miles will pay only 
2.5¢ per mile—52% less.” 

So there you are. “To get your 
money’s worth out of your car) 
investment,” says Ethyl, “use your 
car more. Take your family on a 
motoring vacation. Shop by car. 
Enjoy weekend trips. And re- 
member, when you drive more, it 
gets cheaper by the mile.” 


® The campaign, handled by Bat- 


ten, Barton, Durstine & Osborn, 


-against your new marketing problema? 


Rarely has a business picture 
changed so fast—and rarely has a 
business magazine moved so fast 
to meet the new conditions. Today, 
the 1955 American Builder is 
talking to your present prospects 
about their new problems in to- 
day’s language. There never was a 
better time to advertise what you 
can do for the builder—or a bet- 


ter magazine to do it in. 


Balanced Coverage 


ary 
Me 


apelin : 


ODAY, there’s a new balance 

between big builder, medium 
builder, the little builder . . . there’s 
a new pattern of “team specifying” 
as between builder, supplier and 
sub-contractor. 


These are things your prospects 
are thinking about right now—and 
things the 1955 AMERICAN BUILDER 
is talking about right now. Reader 
interest in solving today’s problems 
—solutions offered by our editors 
and by our advertisers—is at a 
high we've never seen, 


This is the hottest thing in our 
77 years as publisher to the light 
construction industry—and we 
claim to know more about it than 
any Johnny Jump Lately on the 


Bigger Business 


light construction bandwagon. 


Only the 1955 AMERICAN BUILDER 
now offers you the aim and impact 
of (1) three regional editions, or 
(2) a free corollary aid like our 
Light Construction Merchandiser 
to wrap up your “merchandising 
package,” or (3) balanced cover- 
age between big and little builders, 
big and little towns, East and West, 
North and South, or (4) “Starched” 
issues to help you keep your new 
advertising targeted on today’s new 
market. 


Your AMERICAN BUILDER man 
wants to add details and answer 
questions at the first opportunity. 
StmMons - BOARDMAN PUBLISHING 
Co., 30 Church, New York 7, N. Y. 
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PHOTOGRAPHIC \% 
REVIEW 


Marshall Dennis Richardson Fisher 
Hayes Bocher Graham Hartford Wiggins Stone 

FLORIDA MEETING—Among those on hand for the first v.p.; Lloyd Dennis, WTOP v.p.; Philip L. Graham, 
gathering of the program policy committee of the president, Washington Post Co.; Lawrence E. Rich- 
Washington Post & Times Herald am-tv stations ardson, director of general services, WTOP; George 
in Washington (WTOP) and Jacksonville (WMBR) F. Hartford, WTOP v.p.; Adrian Fisher, counsel, 
were John S. Hayes, president, WTOP; Glenn Mar-, WTOP; J. Russell Wiggins, managing editor of the 
shall Jr., president, WMBR; Dave H. Bocher, WMBR_ Post, and Charles M. Stone, WMBR v.p. 


AGENCY ANNUAL—Edwin S. Cox, senior v.p. of Kenyon & Eckhardt, 

outlines the picture for some 107 agency staffers who attended an- 

nual session of K&E’s seven offices at Lake Placid, N. Y. Pipe 
smoker at left is William B. Lewis, president. 


Buckley Christie McAllister Fest Willis 
GUILD CHIEFS—The 1955-56 officers of the Philadel- graving Co., 1st v.p.; Jack McAllister, Gatchell & 
phia Guild of Advertising Men pose after their elec- Manning, 2nd v.p.; Robert Fest, Albert Frank- 
tions. Shown are Earle A. Buckley Jr., Buckley Or- Guenther Law Inc., secretary; and William E. Willis, 
ganization, president; Ralph Christie, Artcraft En- Potomac Electrotype Co., treasurer. 


* 


SMALL FRY—Candace Congdon, 7, 
holds the painting which won for 
her best-of-show award in the 
1955 Small Fry Art Show spon- 
sored by Fuller & Smith & Ross, 
Cleveland. John C. Maddox, exec. 
v.p. of the agency, presents the 
award as Candace’s father, Francis 
L., looks on. Proud papa is account 
executive on the Stouffer Restau- 
rant account, 


HOW TO COOK A B’/AR—Fess Parker, tv’s Davy Crockett, gets a cooking 

lesson in Detroit from Karen Fladoes, manager of the Kelvinator 

Institute for Better Living. With them is Buddy Ebsen, who plays 

Mr. Crockett’s podner. Kelvinator will join the automotive divisions 

of American Motors Corp. next fall in sponsorship of “Disneyland,” 
the show which originally exhumed Mr. Crockett. 
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Tucker Healy Mrs. Tucker Shellberg Mrs. Healy Lantz Cantlon Platt Mrs. Platt Mrs. Eller Eller be Eis 


ABC GATHERING—These groups met at the Jasper Park Lodge sessions Mrs. Healy and Walter P, Lantz, Bristol-Myers Co., New York. At COOL ENTERTAINMENT—Procter & 
of the directors of Audit Bureau of Circulations: Frank T. Tucker, right are R. \. Cantlon, publisher, Saskatoon Star-Phoenix; J. H. Gamble will sponsor “It’s Always 
B. F. Goodrich Co., Akron; Carleton Healy, Hiram Walker & Sons, Platt, Kraft »oods Co., Chicago, ABC board chairman; Mrs. Platt; Jan,” starring Janis Paige, on CBS- 
Detroit; Mrs. Tucker; G. A. Shellberg, Borg-Warner Corp., Chicago. R. Z. Eller, Si ikist Growers, Los Angeles, and Mrs. Eller, TV this fall. 
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Marty Battestin-New York 


Art 


Ed Everitt—New York 


gain 


24 good reasons why 


Bill Gillerlain—Chicago Tom Hughes—Chicago 


Parade linage 1s 
ahead again in 755 


. 


Rod Hull—New York 


Don MacMannis—New York 


Dave Scrivner—New York 


‘ Atm 
Howard Seaver—New York Fred Stevenson—New York 


Fs This sales team is setting a stiff pace with a fourteen The low-cost medium for reaching more than 6,500,000 
: percent gain in advertising linage for the first half of 1955. prosperous American homes. 


These men in 1954 brought PARADE the largest page gain 
of any mass magazine in any field (Sunday, weekday or 
women’s service). Don’t be surprised if they do it again in 
1955. More and more advertisers are recognizing PARADE as 


Vice President, Director of Advertising Sales 


PARADE—T he Sunday magazine of 47 fine 
newspapers in 47 major markets—with 
Sales Offices: New York (MU 6-8171) - Chicago (Fi 6-5440) - Detroit (WO 3-8186) - Los Angeles (MU 4191) - San Francisco (GA 1-3846) fourteen and a half million readers. 
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Public Loves Its Bathrooms, But 
Crane Co. Still Loves Those Valves | 


(Continued from Page 3) 
bank of the Chicago River. He 
operated them with locomotive 
steam and gave emergency water 
service to a considerable section 
of the city. 


® (Previously Mr. Crane had con- 
tributed to the tastiness of the 
city’s drinking water by inventing 
a “fish trap” which kept minnows 
from emerging from the faucets of 
the householders, in an era when 
the waterworks’ screening devices 
were something less than perfect.) 

Early milestones in Crane Co. 
development had been (1) the 
award of the steam heating con- 
tract for the county courthouse, in 
1858, which brought the company 
into the valve business in the first 
place, and (2) its first big govern- 
ment contract, in 1861, which 
called for supplies of spurs, stir- 
rups, bits and saddle fittings for 
Union cavalrymen in the Civil 
War. 

It was in the ’20s that Crane Co. 
became famous for its extravagant 
bathroom ads. Actually the com- 
pany had been making plumbing 
fixtures—pipes, faucets, ete—since 
1895, but after World War I it 
went into the bathtub, toilet and 
“commode” business in a big way. 
In 1923 it became the first maker 
of colored bathroom furnishings. 


= The company’s magazine ads, 
conceived and executed by Charles 
Daniel Frey Co., held up before the 
dazzled American public bath- 
rooms inspired by the “bath Maria 
Luisa” in the Pitti Palace, Flor- 
ence; the Petit Trianon; the Direc- 
toire bathroom of Mme. Recamier, 
and many another glamorous in- 
terior. 

It was an era when architects 
were building Spanish villas, Eng- 
lish half-timbered houses and 
Swiss chalets. And the Crane bath- 
rooms were in the swing too. The 
“Neumar,” “Marmor” and “Elegia” 
lavatories, the “Tarnia” and “Cor- 
with” baths, the Delft tiling and 
the Mandarin decor—all skillfully 
combined the romantic appeal of 
foreign terms with a word coinage 
which was astonishing for its in- 
ventiveness. 

Each ad offered a copy of “New 
Ideas for Bathrooms,” a booklet 
setting forth the Crane philosophy 
of beauty at the bath, which got to 
be so famous that it became the 
subject of a cartoon in the Yale 
Record, later reprinted in the old 
Life. 


= Another Crane booklet, “The 
New Art of Fine Bathrooms,” also 
spread before the culture-hungry 
public, in four glorious colors, the 
Crane concept of Bathroom Beau- 
tiful, recapitulating the ads. 
“Crane Beauty in the Open; 


Crane Quality in All Hidden Fit- 
|tings” was the slogan repeated in| 
both ads and booklets. Media in- 
cluded Country Life, Harper’s 
|Bazaar, House & Garden, Spur, 
The Saturday Evening Post, Van- | 
ity Fair and Vogue. 

Most of the illustrations dis- | 
creetly omitted the toilet; when it | 
appeared, it was usually seen 
somewhat indistinctly through a 
half-closed door. 

Company historians are still a 
little vague on whether the idea of 
colored bathroom furnishings was 
dreamed up by R. T. Crane Jr. or 
by agency man Frey; Mr. Frey 
says it was mutual. 

In any case, these flamboyant 
phenomena made their mark. For 
an Illinois millionaire, Crane creat- 
ed the only modern bathtub in 
the world carved out of onyx. The 
company equipped a trailer for 
Arabia’s King Ibn Saud with its 
most up-to-date plumbing. It built 
a Beverly Hills bathtub so big its 
owner attached a life preserver to 
an adjoining wall. 

Gold faucets are an old story 
at Crane. 


® In industrial products the com- 
pany has proved equally far-see- 
ing. In 1923 a Crane industrial ad 


© " ‘ " 


LOG CABIN DAYS—This shack, built 
by the Crane Co.’s founder, was 
its first plant. Today it occupies a 
spot in the midst of the Chicago 
works, 


appeared which carried the head- 
line: “To meet electrical power 
needs in 1955.” 

“Up, up, up go steam pressures 
and temperatures to help give you 
current at lower cost,” the copy 
declared. “The prevailing steam 
pressures when Crane Co. was 
founded in 1855 were 35 to 50 lbs. 
to the square inch. Today Craw- 
ford Ave. Station of the Common- 
wealth Edison Co., Chicago, oper- 
ates at 600 lbs. What will pressures 
be in 1955?” 

(In 1955, Crawford Ave. has been 
renamed Pulaski Rd., and pres- 
sures now run to 2,100 lbs.p.s.i.) 


® The elder R. T. Crane died in 
1912. In addition to the company 
name, he left a heritage in at least 
two other areas—industrial medi- 
cine (the company had a full- 
time medical department well be- 


fore the turn of the century) and 
education. 

Mr. Crane was actively opposed 
to higher education, on the not 
unreasonable grounds that there 
was not yet in Chicago widespread 


In furtherance of his notion,| 
he personally introduced manual 
‘training into the Chicago public 
schools in 1891. He bought the 
tools for the classes, and he paid 
the teachers. His efforts to promote 


-_ |the practical in education were 


- Ow vee 
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i CRANES. 
eS Sse nelle 
LuxurY—Four-color magazine ads 


popularized the use of color in 
bathroom fittings in the ’20s. 


great enough so that in 1905 the 
Chicago school system named one 
of its largest institutions the 
R. T. Crane Manual Training High 


® The company continued to pros-, 


through flexibility. It had 
_made air brake parts for trains in 


the 90s, then abandoned them in| 


primary and secondary education. | 
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BUILDERS AND BUYERS—These two anniversary ads by Leo Burnett Co. 

consisted of a tribute to architects—who are in a position to specify 

Crane products—in Fortune for June, ’55, and a pair of handsome 
washbasins featured in a page in the May 23 issue of Life. 


its American plants. For a time it| 


made elevators; in 1895 it sold 
its elevator business. To valves it 
remained faithful. 

Today the company operates 14 
plants in the U.S., Canada and 
England: Its product roster runs 
into the thousands. 

J. L. Holloway, then president of 
the company, said last year: “Only 
a relatively few years ago, busi- 
ness growth merely meant selling 
more of the same products—per- 
haps to more people, or getting the 
prices down so that the same prod- 
ucts could be sold to lower in- 
come groups. While that is still 
necessary, our economy is so com- 


© | plex that there is an additional re- 


quirement. 

“Today growth involves diversi- 
fication, taking on new related 
lines or adding entirely new prod- 
ucts. This helps create new mar- 


mm | kets instead of just saturating mar- 
ih kets that already exist. It not only 
~|helps industry grow, but it keeps 


it stable.... 


® “As each year passes, we now 
find the fluctuations in the econ- 
omy are less sweeping. I believe 
the trend will continue so that 
dips will become less serious. 

“This kind of stabilization may 
mean that the rises will be less 
spectacular as well, but that, too, 
is to our benefit. It means that in- 
dustry can finally settle down to 
steady growth—so steady that it 
can be safely planned for. 

“Taking so much speculation out 
of planning means more stable em- 
ployment, resulting in steadier 
purchasing power. The cycle is 
endless, for, in addition to steady 
employment, there should be 
steady dividends. Everyone should 
benefit by this kind of stabiliza- 
tion.” 

In June, 1955, Mr. Holloway re- 
tired from the Crane presidency 
and was succeeded by Frank F. 
Elliott, formerly senior v.p. in 
charge of sales. 

Today Crane’s advertising is 
divided between the Buchen Co., 
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TUE CRANE BROS. 


orthwestero Mo'ty. Company, : 


INCORPORATED IG. 


S. W. Anams, Sa yr ? 
G S. Keoeimen, Sac. 


FATABLISIFED 1555. 


Seearrany's Orvice, 
No. ro North Jefleesom St, 
Cuicaco, Oct, soth, 174. 


Gentlemen “—We me this opportunity of inform” 
youthat we bave wholly ewaped. the serrible 
flagration which has devastated the cutire busi. 
ss portions of the North and South Divisions of 
he city. 

With an. ample stook’ on hand and due Anfely m- 
sed facilis for mann ficturing, we are prepared 
s herctofore to fill ail orders in. ut line promptly. 
Respectinlly yours, 

R. T. CRANE, Preeh 


—. 


UNSCATHED—This 1871 Crane Co. ad 
announced that the company had 
escaped the grect Chicago fire and 


was ready to do business. 


which handles the company’s in- 
dustrial space, and Leo Burnett Co., 
the consumer advertising agency. 

The Buchen Co. has had the 
Crane account since 1937. In 1954, 
the agency invested approximate- 
ly $500,000 in industrial adver- 
tising. 

Burnett came into the picture 
in January, ’52. It handled about 
$900,000 worth of advertising, in- 
cluding promotional literature, for 
Crane plumbing and heating ap- 
paratus in ’54. 


= “Crane,” the company’s anni- 
versary ad in Iron Age declares, 
“begins its second century of serv- 
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The Crane Co. sends a committee abroad to find 
new ideas in bathroom designs. 


BATHROOM DESIGN—This cartoon, 
which testifies to the fame of 
Crane Co.’s colored bathroom furn- 
ishings, first appeared in the Yale 
Record, later in the old Life. 


ice in a new era... At the begin- 
ning of Crane’s first century, we 
had to control only simple fluids 
—like water and steam. Our sec- 
ond century begins as nuclear 
power brings new, unheard-of 
problems to solve. 

“What once was sufficient in 
design and strength in valves, fit- 
tings and piping may soon be ob- 
solete. New processes and machines 
demand controls for new high 
pressures and temperatures; new 
corrosion resistant materials; new, 
tighter, safer seals; new norms of 
performance. Crane is taking these 
new challenges in stride.” 

And to show that the nuclear 
age reference was no mere stab 
in the dark, the ad includes a pic- 
| ture of a Crane valve used in the 
|atomic submarine, the Nautilus. 
The company whose founder once 


invented a fish trap for the kitchen | 


‘plumbing is dealing with bigger 
| fish. 


Wild Joins Cosgrave 


R. S. Wild has resigned as mer- 
chandising editor of Hardware Age 
to join Cosgrave & Associates, Mil- 

| burn, N. J., distribution consultant. 
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Man Leaves Agency 
on First Day; Finds 


It's Unprofitable 


Cuicaco, June 21—An ambitious 

young man who managed to get 
into an agency here has learned 
that there is no money in the busi- 
ness. 
_ In fact, he arrived at the agency 
—Ewell & Thurber Associates— 
early this morning and left shortly 
afterward. The manner of his 
going was hasty and he just missed 
coming in contact with a client’s 
product. His total gain for his 
brief work was 80¢. 

The young man, unidentified at 
this writing, was surprised in the 
act of jimmying open the agency’s 
safe by C. E. (Tex) Rickerd, v.p. 
and manager of the Chicago office. 
Mr. Burglar headed for the win- 
dow and scrambled down the fire 
escape. Mr. Rickerd, looking for a 
suitable weapon, seized a can of 
China Beauty chop suey, a prod- 
uct of China Food Products, Chi- 
cago, a client, and heaved it after 
the burglar. He missed. ee 

A check later showed the thief 
managed to get away with about 
380¢, taken from a desk drawer. 
Larger sums of money in some of 
the desks and in a tin cash box 
were overlooked, and about $30 
worth of stamps were discarded by 
the thief after he found them. 


‘Chain Store Age’ to 


Publish Two New 
Restaurant Editions 


New YorkK, June 21—Two new 
fountain-restaurant editions will 
join the 11 other specialized mer- 
chandising monthlies published by 
Chain Store Age when the man- 
agers’ edition and the executives’ 
edition begin going reguarly to 
subscribers in September. 

_ Covering an estimated $2.3 bil- 
lion industry, the fountain-restau- 
‘rant publications wiil provide 
operating and merchandising in- 
formation to some 21,000 estab- 
lishments in this field operated by 
\chains, and will take their place 
alongside the Lebhar-Friedman 
Publications books in the chain 
drug, supermarket and variety- 
| Seneral merchandise fields. 

. The company has covered this 
‘facet of chain-store operations 
since 1925, when it went into busi- 
ness with one over-all general 
edition, and since 1939, it has 
published a _ separately bound 
fountain-restaurant section as part 
of its drug and variety editions. 

According to president and pub- 
_lisher Arnold D. Friedman, these 
special sections will continue to 
-accompany those two editions of 
Chain Store Age, but the two new 
editions have been decided wpon 
because of marketing develop- 
ments in the field which are re- 
flected in widespread interest in 
fountain-restaurant operations be- 
yond the drug and variety fields. 
Peck Names Taplinger 

Sylvan Taplinger has been ap- 
Pointed director of radio and tele- 
vision for Peck Advertising Agen- 
cy, New York. Mr. Taplinger form- 
erly was with Hirshon-Garfield. At 
the same time James Eysler, pre- 
viously with William H. Wein- 
traub & Co., has joined Peck as an 
account executive and member of 
the creative group. 


| 


| 

Bersch Rejoins Klitten 

Calvin G. Bersch has rejoined 
Martin R. Klitten Co., Los Angeles, 
‘as an account executive after 
'serving as assistant sales and ad- 
vertising manager of Tokheim 
Corp. and more recently as an 
account executive with Willis S. 
Martin Advertising Co., both Fort 
Wayne. 
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PIC Plan Sells 


Insurance with 
Trading Stamps 


PASADENA, June 21—PIC, a new 
type of trading stamp, is getting 
its first big push in Huntington 
Park, Cal., where 50 merchants 
have signed to participate. The 
plan broke with a 1,000-line two- 
color ad in the Huntington Park 
Signal. Smaller ads will run week- 
ly in the Signal and the Bulletin, 
with some radio being used on Los 
Angeles stations. 

The ad’s headline: “Free Life 
Insurance With Every Purchase At 
Your Local Stores.” The basic idea 
consists of giving a customer a 
dollar’s worth of life insurance for 


NOW! FREE LIFE INSURANCE 
WITH EVERY PURCHASE 
AT YOUR LOCAL STORES! 


Revolutionary Trading Stamp Pian * > You Build Mere 

Gives You One Dotiar in Insurance . Securtty with each 

eer Seaee ¢ Salty Purchasat 
. 


Board Chairman of 


every dollar spent with partici- 
pating merchants. Individuals may 
obtain up to $2,500 worth of in- 
surance, with age limits of 1 to 65 
years. No physical examination is 
required, but a policy holder is 
required to be in good health at 
the time his policy is taken out. 


® The plan is called Purchaser’s 
Insurance Certificates. It works 
just like any other trading stamp 
plan. Customers are given kits in 
which to paste stamps. When they 
send their stamps to the insurance 
company, Constitution Life Insur- 
ance Co., Los Angeles, they re- 
ceive certificates to paste on their 
policies. At all times the policy 
holder is insured for the value of all 
certificates less than one year old. 

Cost to participating merchants 
is 3% of sales. Since some cus- 
tomers do not take stamps, how- 
ever, and since there is a “break- 
age” factor represented by pur- 
chases which do not come out even 
to the dollar, actual cost is said to 
average 1.5% of sales. 

The plan was tested initially in 
Oxnard, Cal., with three non-com- 
petitive merchants participating. 
There was no promotion of any 
kind, except over-the-counter ex- 
planation and word of mouth. 
More than 200 people in Oxnard 
now are carrying PIC insurance 
coverage. In Huntington Park not 
more than three participating mer- 
chants will be sellers of the same 
product or service. 


= The next step planned for PIC 
is a network of non-competitive 
markets in Los Angeles which will 
permit the use of radio, tv and 
metropolitan newspapers. Even- 
tually it is planned to operate the 
PIC plan on a nationwide basis. 
Mogge-Privett, Los Angeles, is 
the agency. PIC reports it has been 
cleared by the BBB and California 
Insurance Commission and has 


Frank Birch Named 


Klau-Van Pietersom 


MILWAUKEE, June 21-—Frank V. 
Birch, president of Klau-Van Pie- 
tersom-Dunlap since 1951, has 
been named chairman of the board 
of Wisconsin’s largest agency. A. R. 
McGinnis has been chosen presi- 
dent of the agency. 

George J. Callos, executive v.p. 


A. R. McGinnis 


Frank Birch 


for four years, was named execu- 
tive v.p. and general manager, and | 


Lee I. Archer, secretary. 


The fifth member of the com-| 
pany’s board of directors is Louis 


Panella, assistant secretary and/| 


a v.p. of the agency. 

Mr. Birch, 60, observed his 36th 
anniversary with KVPD last week. | 
He joined the firm in 1919 and was| 
chosen executive v.p. in 1931. Mr.| 
McGinnis, 57, has been with the| 
firm since 1936 and Mr. Callos, 46, 
joined the agency staff in 1945. 


® The company, which will mark 
its 50th anniversary next year, 
was founded by Walter F. Dunlap, 
Gustave Klau and Anthony Van' 
Pietersom in 1906 in several rooms 
in downtown Milwaukee. Its first. 
client, the Harley-Davidson Motor 
Co., had an annual advertising | 
budget of $475. Harley-Davidson | 
is still among KVPD’s clients. 

The agency, which now has. 
more than 100 employes, reported. 
billings of $5,599,747 to Apver-_ 
TISING AGE for 1954, and estimated 
that 1955 billings would be 9% 
above that figure. 
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THEBEER THAT MADE © EL 
MILWAUKEE FAMOUS = 


America’s leading 


OUTDOOR ADVERTISING COMPANY 


3627 N. Smedley St., BA 9-5500, Phila. 40, Pa. 
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USE THESE INFLUENTIAL 
NEWSPAPERS TO SELL 
NEGRO FAMILIES ON THEIR 
OWN HOME GROUND. 


BASIC MEDIA 
BALTIMORE, AFRO-AMERICA 


KANSAS CITY, THE CA 


LOS ANGELES, 

THE CALIFORNIA EAGLE 
LOUISVILLE, DEFENDER 
MEMPHIS, TRI-STATE-DEFENDER 
MINNEAPOLIS, SPOKESMAN 
NEWARK, N. J., AFRO-AMERICAN 
NEW ORLEANS, LOUISIANA WEEKLY 
NORFOLK, JOURNAL AND GUIDE 
PHILADELPHIA, AFRO-AMERICAN 
THE TRIBUNE 

RICHMOND, AFRO-AMERICAN 


additional clearance in 42 states. 
PIC is operated as a subsidiary 


of Missionary Foundation Inc., a'| 


Pasadena charity organization. It 
was conceived by Ralph E. Flan- 
nery, who will serve as national 
director. 


| CHICAGO DEFEND 


Give Seeaatl o 


“i 


CHICAGO, DEFENDER 
CLEVELAND, CALL AND POST 
COLUMBUS, OHIO SENTINEL 

DALLAS, EXPRESS 

DETROIT, MICHIGAN CHRONICLE 
FORT WORTH, THE MIND 
HOUSTON, INFORMER 


SAVANNAH, TRIBUNE 
| ST. LOUIS, THE ARGUS 
SAN FRANCISCO, SUN-REPORTER 

ST. PAUL, RECORDER 

TAMPA, FLORIDA SENTINEL 
WASHINGTON, AFRO-AMERICAN 
NATIONAL, AFRO-AMERICAN 
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Here are a few examples. They represent America’s topnotch 
makers and distributors of consumer goods, many of whom have 
used Negro newspapers consistently for the past 35 years. 


By pinpointing their approach to the Negro consumer, adver- 
tisers capitalize on the unmatched loyalty and interest reserved 
by Negroes for their own newspapers. By recognizing the Negro 
as a consumer, they achieve most nearly their goal of a 100% 


API is proud to enjoy this recognition by astute media analysts 
who know that the best road to the $15 billion Negro market is 
through selected Negro newspapers. 


For complete information and helpful marketing suggestions, call on the 


INC. 


166 W. Washington St., Chicago 2, Ill. 


ANdover 3-6343 


Pacific Coast Representatives: 


ROBERT C. WHALEY COMPANY 


55 New Montgomery St., San Francisco5 6513 Hollywood Blvd., Los Angeles, Calif. 
SUtter 1-6072 


HOllywood 3-7157 


More national odvertisers use Negro newspapers than any other medium directed te the Negro family. 


RP Ra San ee eat a Ea de go 
by > ) ¢ i h * 4 ~ a $3 “3 oat acy “2, ee dad 2 ‘ -™. 5 1 a oe La ne ee 
5 j J ~ \ J <7 oe ts ’ J Fes ’ : i" ry 
pope a*: et? oe 
‘ i re "Se 
peges Pye 4 
Say Ree, 
noe, + = er - : - eae 
oe - 2 tee gh Feb cr E aa BS 
te : Es, @ -—* : } ve 
ra | oe ee fi 7 yee sf i 
Ps Po i ' . i | ' 
oe i —_— 3 5s 
oo I ee aS 
= * " a « 3 a 
is : | eo u ; 
< * , hi; ie 
os: | ; ; Pi : 
se ; Lib re er yee & | peg te u 4 
ie Pe. 2 ON eto te pe ig + ‘ 
a Si... see i tay - zi. he 
me RR 5 
S | a elphi 
eae | ] : 
en Pe 
mY ioe 
se i 4 = Pi - 
a ASTyrT 0 6=6hlckL D i 
a F ; bags | ae 
4 ie “a eR es a 'y vi i. om O 
PA fa 
te: 
ens bi 
b= fC A TTT TN TT a ME Re “ 
eo J ‘a 
7, . 
= ' Miwae — wastes: See ry a. ae Ck oe ee SSSA a — pie 8 ee creepers Bic 2 Sa aang : 
ies  oneaeaans Semele © * Ce 7 hoe ae —r mwmnen ne a a a fl EST ARES ee ie a - 
ss re ee ees “Tetra abe 9 Pemeeare A ae Seed : ee >. ‘ine Meurar last! Ga oe es 
cl SS ES See = No matter how you say it... | GES rsser iy 4M as Pome eet | ee Sag! ‘ 
: ae Oe Age oe me 3 tase Exe Gesolme «2 > ee eg A 00 Ri hk Gt ces ae 
iat PRE merchant pay the omtire tow sabter pacy valued © EM © No Phymeel Required a fei ee . ae - % ‘ian 4 Shae e4 Beg: *. 
7 a i a Mes Ee * in cash | 
ea oo : é es { par ae : as : ad g ae Se n Be . : 
2 — \ . tig > eh A aS es i : s 5 
ee s 3 Easy as 1-2-3! aes ys ty. ; bof aad tater your babys y ees 
re 2s 4 + inaure your whole family % ‘ - a , em ‘ ‘ on s 3 a . ~ a 
ae Purchas® " \ ie with fameuseidtne | a ms a] : : a * : 4 snapshot in Carnaben s ie 3 
ia jasverM®” Th) : teastrecervecempeny! | ae Aeon , io oe / a First Lange! Hometown a 4 ; 
ie =) Te 7 } ex ie pee: Bsa ee $ oS % 2 ki - 
er Gearinic® \\\h s Se Bae. —_— Se 2 e g ‘WEALTHY BABY CONTEST + ar") & ce . f 
\\) SS \ TS = ee e ¢ ven0 Oxts Sap tune nis coaun ane 4 Pa : : é 
\ ° =e | =. = ee Bg 4 ee ee ie oe * ad = 
saul ! % | bg Sear I) — enone i akg ? eles OOF Se ORES SOO # % : 
c at) | e — ag ee ee A 
q \ \\\ cee esonnmes | : pe : ee. Md ty : 
| \ \ ar” : “tow we can hove the poe oe . é 
. Comptete famity protection eae Se . Sat 4 ‘: 
" \\ \ \\ic Ve SoGees...eae F5S” oe ae wa 6 BIG CASH PRIZES WH ALL! <i eS : 
’ tee A Beers ast see: — ae Be \ : 
; } | oe ° teendtiente ig ye ¢ SS sea00 SE a i 
| \ \\\ cent ||| | BEE Ssas — > b&b aoe 6 = 
Pa , \ \ —_— fi ee 220222, EES : ae 
dong } \ goat ore \ i ee ee j ‘ ~ ag oa eee eo ‘ % ! 
a \\\ oe ees OE : VYXUEEREE Tad oo U A . SS cae Fe ex | ; 
3 ) ® . i eee . a ha Nears ee a Se tcerr ~ mt . ‘ : 
Ree Trade where you see this embiem! § . es ae 2 as % ra | e Sy | 5 : 
ees , Get FIC wtempe at af these stores: Meee s ee d ned Pg Be ae Pete ot ~ ua ra : ce 
eS tes ote : “= tte or7% ee SS “ee ceili 4 ‘ a : 
pee & ; ee tia — eo By: "parties re - & eee ; Ba : 
<i \ —— om 4 doa fore Saeed a ee : 4 
OE oes = a ET TET Mee, LT a ee — a cm : 
v ve eee aac ee aoe : & af ee z ae re Ss ree ee . ee . Seay ay ‘ i 
| = 475 to be. 
i ' ‘is ies i i ee , . “ 
o epeer sy — ee : 
ie } SO 2 asi ars i ar a, 2h Pp. ae Ao) de ke Se ae 4 
“oe ’ te. See ae : Pines _ Reet. ge i ee Nts. ts.) em par ae ws 
eee ae ee eS r > Sara eee ye ee 
- Be ew Sti ee 
a i a eae ee eee : ES ayia’ ane es Te, 
a as oease oe ls: °° gil gala eeemeegeN i 8 ame se lei, : 
i ae ao ee og ticip Re a : 
ORE a *E aS casa ae = a SE ; a ee be ee “i 
marie en hea cea a is ae ae Pg Lv a r “tee Pat Sieur. ake ee r 
ery ee a is eit oie I re i and PA Cake ee ee eee soot apae. ait . ee ese: By eis 
aan , : 
ee \ a ssl gpk MOR SE. RGR RII RE Raa a ESS ee ect ee Moke ee See ee = 
ae ee ; aes Tae fo ak ee eee eae OEP PE OE ES ae had ; % 
as Rone es . ee z Ie ES al Re ae eet " 
t | oo : & 7 BETTER vo paprilar with younger amadiers = - 
ce com ows Pet oom’ F 7 J i ea Sib, aes epinsiitiiecdasi Bs - s 
| E. Pe eee ey s TO mer” YY : & ; - 
‘oe bo «LACK GE WHITE OueTMENT e j i Ag ‘ a m ; 
4 } fi a8 Gere, One Serene Peony dee Meme ae Z w/ as a af, =, oe - : 
: \ Be: ite € aS ee gga = 
aes j oe ne ee ae } q f a , io ; 4 
a be .. “ br m e | 
aie) A ee yey SS Stes Oe a ; : Ny ae a 
= — ww - R°A: Bee 8 SSE  : Ee Le aes sw . Ae ’ 
i : eS oe q aes ; ne} oe a “i ~ tae Cee S53 Fae “i ye. eo oe ae ‘e ai : £ : ga 
me ee ie Ke ae 3 ‘ x . be es ~ ene wee ee SS wo Suen Re ache x ' — oe 
ee pak oe 9 oo ees oe ae Lon Ft tee a  &- : ee — be ; 
= ( ee & .-% nal + 2 Bee ‘ Eigen ae a” s . phe 
—) } ~ 2 ers 9 2 ee ee ss ere f j ¢ da : ‘ rf 
8 aa ie er ogee ‘ ey : Gere at $e 
; aaele est ee zi “g . a f, P, 4 = is : z : *, samme ” , ras = 
ee —— Ee pee “Ye ¢ : fe a pone % a re 
= ——a—we Ee ee 4 ds 3 ; “ -~ * 
fe E on aes - _ ae 2 , 
si a DB BLACK = write OINTMENT Ee . = ~-m-« Ford (vue VQ See lie: =~ ee r 
Sa oe ee Oe ee eee ek ee gy ae. ee : en eS 
ap ( 
i | 
ra } | 
a 4 . 
eee j 
i i 
| | 
: ; 
| | 5 ; 
f 
a 
ee, | 
: | 
; } 
ry , ' 
Abe : 
| | a 
a a 
a 
ig | | 
al | ee Se 
: ‘ 
<a ae 
= 
“+ q 
| | ee 
oe ee enn ee 
SaaS 
oe ‘ . 
= be ny Y 
BPP 1). Pats palten 9 Bree as See ae oe ae oe ee oe i. as pe TS Aa EE. Per ya ae Grete, SAS ee te oe Rai Dine hes Car kas ger Gis ny DL etre Re MES ee Sie tho Arad | ee ai oot 8 sgh. He. (dina aE A per gd a iar iy ae 
of goin, Re, Vath BS dak Be to, Tawney icy Spee a Ne ag wT 1s RESO Miyake A re AMC Oe phrente - cetas MieN a A Cee OR Par tg = Pig Sake, pala US lindas’ STs wen Var cones ho ch ok tS Map a Hsieh Co  Reguneri g /tey 2 ii gaara Pe ae ay ar ae Se 4 
RS | ses Ton eh ee ot, EE REL Ore Tae) tae AO Ne des Nea P eT AR pole Uae: Ar trian Sot Mice ace) genegienarrs Gib. TV URMS ie s Pagol tie Ua sR Fes Mipsis te abe 8 the Marte ate be eee 
es Pedi a ea ar ate Spt tel ee eat at eS % eS CAR BRGS SEA? Seana DMM ene ai ogy EROS Le PA in a Retains ESTE on ose SER Rs sats < PEL SS ye a ay Brot SAL ee ee ae ie ey ee A eA ee ee Koo Pe aS 8 rr oP coh a nae i See G. 3 
Ae ile a Lee CaN ORAS Seen Os heh ORR aE TL ah oe ab Gee aah et Ey nce mea FC Aes Rohe Bet teh aay as £0, Lh Cans re ee Pease pry St) ie ee ay ae sede Hd Sey cere TELS pea te ey 2 Si re pac wee ee Fagere 5 hake ee fe mE Aa Gee en 
ie <t ah Chee 4 ee os ys Rae ren is ee ee “- & Ki Eo hat ae ea s ane 1G aL Oa te get ne ET aes Eadie» Ue Daten So otttae Ponte Re oe RL eG nr 2 Bae 8 e Waa, SS eae me Ee ‘ = te ay ee. Se ty OE Pee te ee eee ae sgt eget mate f= Wey 8 2k Pe ae as 
ee Le ae a aig oe inks ANON, EMER plane Mads” Vk SOA AT, Si me Ty Oe Ie a aE ST pata wa gr dot rian ae” ey ale Se A oe eas Lal CR By NYO d kee ad. mere ae okie aR RUBE NED Orth ih emma PER MMM Ee Gh 01 Be oe ye Aen tn a oY ie! Ol Se ee Pere ae 5 ine caetians, 
ON Bh ae RO eg ae ee Passeatel.. Se sip dont oars Tite RAE ae tae ee | Sea Tea Pee Ke Re eld eel Sis FS tt o ee en ee a Ae Rak Sk BORE ae So po IR TO RS : res Pea ae? BM tue ess, OP a ee oe ee. Pipes ere Seay 
PASE. 5 EPOX SI IND ig WEF SERGE POE IO GEE AMAR ey, fee TE ORIN EGE REDE E RIE” LOR WO I PREM Thee” gine gee, Sor ire tec ige Caer es LTT fT ete a ALES Lt DESEOE Dy ED oar |S Gg hcp pds te eae te: SP OREOMEEY at Ri tila ROL ae cate REI 


Two Weeks Ending May 21, 1955 
All figures copyright by A. C. Nielsen Co. 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 


1 I oT ss odnddssdecboosecenpcocconecsoceseoseccones 1,697 
2 Allan Jackson-News (Texas Co., ABC, 12 m.) ........... a 917 
3 Allan Jackson-News (Texas Co., ABC, 1:25 putt.) ..ccccccccsccccseesseesenseneneneensies 917 


*Percentage of homes reached (‘Nielsen-Rating’’) may be determined by comparing the 
total number of homes reached with 45,859,000, the 1955 Nielsen estimate of U. S. 
radio homes. 


a See What Is Senly At A Glance 


%& BOARDMASTER Visual Control 
Saves You Time, Money. 


% Gives Graphic Picture of Your 
Operations at a Glance. 


% Ideal for Production, Traffic, 
Sales, inventory, Scheduling, Etc. 


%& Simple to Operate, Type or 
write on Cards, Snap in Grooves. 


%& Made of Metal. Compact and 
Attractive. Over 50,000 in Use. 


5 
Full price $49 ’ with cards 
24-page Illustrated 
f 4 F F | BOOKLET No. v-200 
Without Obligation 
Write Today for Your Copy 
GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


Announcement 


The RALEIGH NEWS and OBSERVER, Morning and 
Sunday, and The RALEIGH TIMES, Evening, are now 
under Raleigh News and Observer ownership, with 
joint mechanical operation. Beginning July 1, 1955 
the following rates will be in effect: 


: Morning and Evening 38¢ per line 
Evening and Sunday 39¢ per line 
Morning Only 31¢ per line 
Sunday Only 32¢ per line 
Evening Only 12¢ per line 
ope | Only, Sunday Only and Evening Only Rates are the same as in 


COMBINATION INSERTIONS OPTIONAL 


Full and Complete Coverage of Raleigh 
and “The Golden Belt of the South” 


The News and Observer 
Morning and Sunday 


THE RALEIGH TIMES 


Evening 


Raleigh, North Carolina 
Represented by The BRANHAM COMPANY 


Current Homes* | 

Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,146) 

1 Marciano-Cockell Bout (Gillette, NBC) ...........c.:cccccceeseceeseeeseeeerseneeeennnenne 8,300 

2 Amos ‘n’ Andy (Brown & Williamson Tobacco Co., CBS) ............ccccseeenee 2,201 

3 Lux Radio Theater (Lever Bros., NBC) ...........cccccccssccsesseeeesressesesseeeeenenenes 2,201 

4 People Are Funny (Paper Mate, NBC) .............:ccccsscseserserserseeneenseneneenenne 2,018 

5 NED SMPOUNINURUE OUD che. .ncesttbsetedscsecsconscecsesctsesscdsosésscoctecccececsccosoanés 1,972 

6 Bee Bemiy Tey Serta, CBS) .nn.secesccccocsscssvescssccsecororescssossscrerssessseoooose 1834 

7 EE ST AOS Te CTT 1,834 

8 You Bet Your Life (DeSoto-Plymouth, NBC) ..............ccccccscessceeseneeeeenees 1,743 

9 My Little Margie (Campana, CBS) ..........cccccccccccseeseesesseenennetnneeeneeeseneenees 1697 

10 a a ssa ctnnemtonnctnsenencconasnorcoooceens 1,697 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (825) 

1 LRG 1,376 

2 Great Gildersleeve (Three Plan, NBC) occ.cccccccccccccccsscessesseesenseeeeneennes 1,330 

3 News of the World (Miles Labs., NBC) .0.............ccccccccsecceseeeesseeeeeeeeeennnens 1,238 

WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,284) 

1 Young Dr. Malone (Procter & Gamble, CBS) ............0..6.6ccccccccceeeseeeneneeee 2,155 

2 Me Perkins (Prodier 6. Gamble, CBS) ...ccccccccssccccccsccsesssesssssscecsssscseesecsceenes 2,110 

3 Our Gal, Sunday (American Home Products, CBS) ........c:ccccseseeseennes 2,064 

: 4 eg | RINE apa treed 2018 
: 5 Helen Trent (Participating, CBS) .........c.ccscccssscrseessesssesenseessnsesnerseeeneenenee 2,018 
* 6 I I as racccnasenonncconens 1972 
a 7 Guiding Light (Procter & Gamble, CBS) o......cccccccccccccccsecccssesssseseeseennnnne 1,972 
4 8 Perry Mason (Procter & Gamble, CBS) .0.......cccccccccssseeesceesseeeesceeseeeceeesnnees 1,972 
4 9 Helen Trent (American Home Products, CBS) ...................cccecccesseeseeereeveeene 1,880 
: 10 Our Gal, Sunday (Participating, CBS) ......cccccvvvursssssvvsessessnversssecessnveesees 1,834 
‘ DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (413) 
1 Adventures of Rin Tin Tin (National Biscuit Co.,: MBS) .............cccccccceeee 1,009 

2 Greatest Story Ever Told (Goodyear Tire & Rubber Co., ABC) .................780 

3 Old Fashioned Revival Hour (Gospel Broadcasting Assn., ABC) ..............+ 688 


| 


j 


~ 
% 


National Nielsen Ranking of Radio Shows National Nielsen Ratings of Top TV Shows | 


Two Weeks Ending May 21, 1955 


All figures copyright 


by A. C. Nielsen Co. 


TOTAL HOMES REACHED PROGRAM POPULARITY* 
Homes Homes 
Rank Program (000) Rank Program (%) 
1 | Love Lucy (Procter & | 1 f Love Lucy (Procter & 
Bermrle, CBS) ...cecccsicecceenesss 15,148 a GI. eis soscesndsccsnicsssecese 46.0 | 
2 | Love Lucy (Philip Morris, 2 | Love Lucy (Philip Morris, 
Ee SEES IIRC cea 13,896 GI Daeinne seceeihcpeerahaisicscsdnvaseoes 42.2 
3 Disneyland (American Motors, 3 Jackie Gleason (Nestle, 
American Dairy, Derby Be CIB) sncchictnnpescedaorsiecesicases 42.0 
TRIS DUIIEED | cccsmneccmantenseostenee 13,503; 4 Disneyland (American Motors, 
4 George Gobel (Armour, American Dairy, Derby 
Ses nt ne 13,386 0 RB EE a 41.6 
5 Jackie Gleason (Nestle, Schick, 5 George Gobel, (Armour, 
ot SAR 13,217 NBC) - 40.7 
6 George Gobel (Pet Milk, 6 George Gobel (Pet Milk, NBC) ....40.3 
EE. Seliccetsdincsisecvaciasinmsnnescens 13,190! 7 Toast of the Town (Lincoln- 
7 Dragnet (Chesterfield, NBC) .... 12,822 SN, GERD) wncsescnceistieasicbencevs 39.4 
8 Toast of the Town (Lincoln- 8 Dragnet (Chesterfield, NBC) ........ 39.2 
Mercury, CBS) .........c00c000- 12,655; 2 Your Hit Parade (Warner- 
9 Your Hit Parade (Warner- SUE, DOI) cccnckcsendbddociainoceese 37.2 
6 EE 12,060|10 This Is Your Life (Hazel 
10 Martha Raye (Hazel Bishop, UID cccecnnsbentonssigassecgecece 36.6 
NBC) F 11,662 
*Percentage of homes reached in area where program was telecast. 
. d John A. Kennedy Buys 
New Puck Spa agi ‘Sioux Falls Argus-Leader’ 
Were Framed to Vie | John A. Kennedy, formerly 


With ‘Ad Giant'—TV 


New York, June 21—Puck—The 
Comic Weekly, which pioneered 
the one-third and one-sixth page 
units in Sunday comics, now is 
accepting vertical half pages from 
advertisers. 

Robert P. Davidson, general 
manager, said the new unit will 
be charged at the usual half-page 
rates. Puck gets $19,300 for half 
pages in its basic group. 

In 1931, when Hearst comic 
pages were opened to advertising, 
Puck accepted only full pages, Mr. 
Davidson recalled. Eighteen 
months later Puck introduced the 
half-page unit. “In 1939,” he con- 
tinued, “we felt that it was neces- 
sary to establish a one-third page 
unit.” 

The development of the sixth- 
page unit dates to 1953, when 
comics advertising, generally, 
started to decline. “The decline 
gained momentum extending 
through 1954,” said Mr. Davidson. 


« At the end of six months of 
study, he said, “we were pretty 
sure that we knew the reason for 
the serious falling off of comics 
patronage. 

“It was not that advertisers or 
agencies no longer believed in the 
efficiency of comics as an advertis- 
ing medium, but by this time a 
giant was appearing which was 
known as television. It had an al- 
lure and aura of showmanship 
that was intriguing to a large 
number of advertisers—and the 
number of dollars necessary to use 
it was large. 

“Advertising appropriations 
were expanding, but they were 
not—and are not—expanding fast 
enough to keep all forms of print 
advertising in the position they 
formerly occupied and at the same 
time take on this new medium.” 

Puck decided on the sixth-page 
unit (about 320 lines) as one that 
was large enough to tell an ad- 
vertiser’s story, priced so that the 
advertiser could use a large num- 
ber of insertions “without break- 
ing his bank.” 

Mr. Davidson said the unit has 
added over $2,000,000 in revenue 
in the 12 months it has been of- 
fered. 


Rimini Appoints Gore 

Rimini division of Nordham 
Trading Corp., New York, has 
appointed Chester Gore Adver- 
'tising, New York, to handle an 
‘introductory campaign for its fab- 
ric imports from Egypt. Maga- 
zines, newspaper supplements and 
business papers will be used. 


newspaper man and owner of ra- 
dio and tv stations, has purchased 
the Argus-Leader, Sioux Falls, S. 
D. Mr. Kennedy, now a resident of 
San Diego, will assume possession 
of the newspaper July 1. E. J. 
Kahler, v.p. and manager, Fred 
C. Christopherson, v.p. and editor, 
and most of the other staff mem- 
bers will continue with the news- 
paper, according to Mr. Kennedy. 


THOMAS 8B. ADAMS, assistant to the 
president of Campbell-Ewald, has 
been named to receive the fourth 
annual Outstanding Young Adver- 
tising Man of the Year award from 


the Assn. of Advertising Men & 
Women, New York. Mr. Adams 
has been with the agency since 
1945. Don A. Reed, ad manager of 
W. A. Sheaffer Pen Co., Ft. Madi- 
son, Ia., won honorable mention. 


career as a reporter for the Sioux 
City Journal and later for the 
Washington Herald, also held vari- 
ous editorial positions with Hearst 
newspapers. In 1935 he purchased 
the Exponent, Clarksburg, W. Va., 
and gradually accumulated radio 
stations in four West Virginia 
towns and started West Virginia’s 
first tv station. After World War 
II, he bought the San Diego Jour- 
nal and broadcast stations there. 
He has disposed of all his West 
Virginia and San Diego proper- 


Mr. Kennedy, who started his 


ties. 


The Adverti 


Telephone 
WEbster 9-0911 


Notice — Effective July 1, 1955 


EWELL & THURBER ASSOCIATES 
will operate under its original name 


UNITED STATES ADVERTISING CORPORATION 


Bstablished 1921 


C. E. RICKERD, President 


sing Agency 


23 East Jackson Blvd. 
Chicago 4, Ill. 


*‘All right, so Dick Armstrong was polled in 


TIME’s new Study of Executive Audiences. 


Why didn’t you marry Dick Armstrong?” 


Wey ar ee er ee 
study of executives ever made. | 
Please write T. E. Ryan, Research 


TIME, The Weekly Newsmagazine. __ 
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Aylesworth Got 
Ellington Stipend, 
Tax Suit Reveals 


(Continued from Page 1) 
dent of RKO Pictures and the 
first president of the National 
Broadcasting Co., got the following 
deal from Ellington: 

1. An expense account of $2,000 
per month. 

2. 20% of the total outstanding 
common stock of the Ellington 
agency at a cost of 1¢ per share. 

3. A $50,000 block of prior pre- 
ferred stock—at 5¢ per share—to 
be redeemed 18 months after the 
Cities Service account came to El- 
lington. 

4. A second $50,000 block of 
prior preferred stock—at 5¢ per 
share—to be redeemed three years 
after the Cities Service account 
was obtained for the agency. 

5. Appointment as a director and 
chairman of the executive commit- 
tee of Ellington & Co, 


® Although Mr. Aylesworth joined 
the agency in the fall of 1947, 
his affiliation with Ellington was 
kept a secret until 1949, when it 
was mentioned in a Look article. 

The agreement was predicated 
on Cities Service remaining an El- 
lington account. (The oil company 
still is at the Ellington shop.) A 
letter from the agency to Mr. 
Aylesworth—which served as the 
written agreement—spelled this 
out as follows: 

“The understanding also is that 
if the revenue from Cities Service 
or other new business you may 
help secure develops beyond this 
point [the $212,000 figure men- 
tioned above], we would mutually 
work out additional means of com- 
pensating you, such as salary, 
bonus or expense allowance—the 
controlling principle being that 
this is a starting basis by which 
the account pays its way, and like- 
wise, in case revenue from the 
account is lost in part or in whole 
during the next 36 months, and is 
not made up by revenue from oth- 
er business you help secure, then 
this factor would be taken into 
consideration in paying off your 
preferred stock.” 

(In 1954, Cities Service Co. spent 
$1,964,984, according to Publishers 
Information Bureau and Bureau 
of Advertising figures. More than 
half—$1,205,446—went into news- 
papers, with $627,875 allocated for 
network radio.) 


® The court record notes that Mr. 
Aylesworth “also was successful in 
obtaining some other business” for 
Ellington, business “of undisclosed 
amount or character.” The court 
also reports that “the income of El- 
lington increased substantially as 
a result of its acquisition of the 
Cities Service account.” 

The Ellington-Aylesworth 
agreement was carried out to the 
letter. It wound up in court because 
Mrs. Caroline Andrews Ayles- 
worth refused to accept a number 
of rulings by the Internal Reve- 
nue Service on the tax returns 
filed by her late husband for the 
years 1947 through 1951. 


= Mr. Aylesworth reported his two 
$50,000 payments from Ellington 
under capital gains, but Internal 
Revenue refused to allow this and 
was upheld by the tax court. The 
opinion handed down by the court 
was that the written agreement 
with Ellington shows clearly that 
the $100,000 “consists of earn- 
ings” derived by Mr. Aylesworth, 
“which are taxable as ordinary in- 
come rather than as capital gain.” 
The stock agreement, the court 
ruled, was “merely a device” for 
compensating Mr. Aylesworth “for 
his services in connection with 
bringing in and maintaining the 


Cities Service account at Elling- 
ton.” 


® There was also a dispute, de- 
cided in favor of the government, 
over Mr. Aylesworth’s $2,000-a- 
month expense account, During the 
years 1947 through 1951, Mr. Ay- 
lesworth filed tax returns report- 
ing business deductions ranging 
between $15,000 in 1951 and $28,- 
0C0 in 1947. These were allowed by 
the tax collector. 

In allowing these deductions, 
however, Internal Revenue ruled 
that Mr. Aylesworth must then re- 
port his $2,000-a-month expense 
allowance as gross income. The tax 
collector said that Mr. Aylesworth 
was unable to prove that this $24,- 
000 a year was spent for business 
purposes or expenses that weren’t 
reported already under business 
deductions. 

In pressing this claim, Mrs. 
Aylesworth argued vainly that her 
late husband “was personally ac- 
quainted with many prominent 
persons and executives of Amer- 
ica’s largest corporations; that a 
man in his position was expected 
to entertain on a lavish scale.” 


® Mr. Aylesworth said that out of 
his Ellington expense account he 
kept up an apartment in New York 
for $5,800 a year. The tax court 
disallowed this claim, stating that 
the Aylesworths lived in the apart- 
ment and it was therefore “not a 
business expense, even though it 
may have been used at times for 
entertainment of business guests.” 

The court’s opinion was handed 
down April 29. Mrs. Aylesworth 
has 90 days to file an appeal. So 
far none has been filed. 


Max Factor Drive 
for Lipstick Means 
Lots of Red Tape 


(Picture on Page 1) 

Los ANGELES, June 22—A West 
Coast company is looking forward 
to getting itself all tied up in red 
tape this fall. 

Actually, Red Tape is the name 
of a new lipstick shade. Sales 
Builders Inc. here, producer of Max 
Factor cosmetics, is launching the 
new lipstick color with the theme: 
“You’re Sure to Tie Him Up... 
with Red Tape.” 

A four-color spread in the Sep- 
tember Vogue will serve as Red 
Tape’s debut. This will be followed 
by a similar spread in the Sept. 12 
issue of Life and a one-page adap- 
tation of the spread in the October 
Seventeen. TV spots and newspa- 
per ads also will be used. 


® Department stores will receive 
promotion kits to help them tie in 
with the campaign. These include 
newspaper mats, suggested layouts 
for storewide fashion ads, interior 
display suggestions, radio and tv 
spots, etc. 

One group of department stores 
will tie in with the Red Tape pro- 
motion through plans developed by 
Vogue in connection with its edi- 
torial introduction of fashion color. 

Doyle Dane Bernbach Inc. is 
Sales Builders’ agency. 


JAMES E. PEW 

PHILADELPHIA, June 21—James 
E. Pew, 54, head of the $30,000,000 
natural gas and gasoline resources 
expansion program of Sun Oil Co., 
died June 19. Mr. Pew was a 
grandnephew of Joseph N. Pew, 
founder of Sun Oil and son of the 
late John G. Pew, former president 
of Sun Shipbuilding & Dry Dock 
Co. 


JOHN H. MARCHANT 

PHILADELPHIA, June 21—John H.}) 
Marchant, 67, retired v.p. and 
general manager of John Wana- 
maker, Philadelphia department 
store, died June 20. Associated | 


Marchant was 
manager in 1940, and v.p. in 1944. 


Brown 
Wensberg 


Fowler 


Stackhouse 
Jacobs 


COAST GROWTH—Expansion of West Coast operations of Bozell & 

Jacobs was discussed at an Omaha meeting by this group: R. H. 

Wensberg, Seattle v.p. and general manager; Archie Jacobs, Beverly 

Hills manager; Richard Fowler, marketing consultant to the agency; 

Lloyd Stackhouse, v.p. and assistant general manager, Seattle; Stan 

Pforr, v.p. in charge of creative services, Seattle, and David Brown, 
assistant manager, Beverly Hills. 


Commerce Committee 
Still Trying to Get 
Added TV Channels 


(Continued from Page 1) 
committee of engineers will find a 
way to establish some additional 
channels in the more popular v.h.f. 
band. 

He contended this would result 
in increased utilization of the ultra 
high frequency band. While the 
statement was not explained, it was 
believed to mean that the addition 
of a few v.h.f. channels would 
facilitate the process of selective 
“de-intermixture”—the reappor- 
tioning of markets into all-v.h.f. 
and all-u.h.f. markets. 

In the course of the press confer- 
ence, he was asked whether the 
licensee of one of these hypothetic 
v.h.f. channels, for example chan- 
nel 4%, would be in any better 
economic position than a u.h.f. 
operator who faces the problem of 
converting the existing sets. He ex- 
pressed hope that the conversion 
of sets to a new v.h.f. channel 
would be easier and more success- 
ful. 


® The committee, which is com- 
posed of engineers from the net- 
works and prominent consulting 


Pay TV Stirs Squabble in House as Two 
Congressmen Introduce Bills Pro and Con 


WASHINGTON, June 23—The pros 


and cons of pay tv echoed through wholly new kind of television for 


the sponsors on one hand and a 


the House chamber today as mem- a relatively small fee that would 
bers came forward to help the bring to their homes first run 
Federal Communications Commis- movies and other features not now 


sion decide the issue. 


First on the floor was Rep.| 
Emanuel Celler (D., N. Y.), with ® At one point he complained that 
a bill (H.R. 6899) outlawing the better shows were going off tv, 
idea. He was followed by Rep. now that summer months have 
Frank Chelf (D., Ky.), who pro-| arrived. “As a result, sponsors will 
tested that he is neither for nor| be digging into their old tv film 


against pay tv, but that he is tired 
of rerun films, and that he thinks 
pay tv is inevitable. 

Rep. Celler was particularly up- 
set about the proposal of Walter 
O’Malley of the Brooklyn Dodgers 
to have commercials on pay tv. 
“This means,” he sputtered, “some 
of the inane, inept, if not insane tv 
commercials, will still be with us.” 


® He paid generous tribute to 
commercial tv, asserting that pro- 
motors of toll tv refuse to talk 
about the great box office at- 
tractions which have been brought 
into the home by commercial tv. 
He expressed fear that toll tv 
would siphon off today’s most pop- 
ular shows. 

“The television spectrum is lim- 
ited,” he said. “It is in the public 
domain and the public interest 
should therefore come first. The 
interests of the telecasters are 
secondary.” 

Rep. Chelf has a bill, too. His 
bill, H.R. 6913, instructs the Presi- 
dent to fire any member of the 
FCC who decides the pay tv issue 
“against the expressed will and de- 
sire of the great American public.” 


® In his speech to the House he 
referred to a recent referendum 
which had been conducted among 
tobacco farmers, who voted 98.8% 
for acreage controls. “Could it be 
that those who oppose pay tv are 
afraid of a verdict at the hands of 
the people?” he asked. 

Protesting that he is not advo- 
cating pay tv or any other form of 
entertainment, he insisted the 
only interest he has in the matter 
“is to prevent the public from 


getting the business.” 

“IT am not concerned with the) 
claims and interest of General 
Sarnoff, president of RCA. I want) 
it understood the only general 1| 


available. 


supplies and we will be having 
playbacks over and over again. 

“Frankly, I have seen so many 
repeats that I could almost recite 
the lines of the characters in the 
plays.” 

He mentioned a Loretta Young 
program which “gave me for free 
a film of a previous show that I 
had seen.” 

(The repeat took place because 
of the illness of Loretta Young— 
Editor.) 

“This is exactly what the Amer- 
ican public is going to be subjected 
to time and time again during this 
summer and every summer yet to 
come unless the general public, 
the American public themselves, 
are given an opportunity to see on 
television for a nominal fee some- 
thing better than the sponsors are 
now able to produce.” 


= “In my humble judgment,” he 
said, “any effort to block the peo- 
ple from speaking their minds 
with respect to ‘pay tv’ would be 
comparable to preferring an ox- 
cart over a jet-propelled plane. It 
would be like burning candles in- 
stead of electricity or viewing 
stereoptican slides in the parlor 
instead of coast-to-coast television 
in the living room. 

“We simply cannot stop the 
clock, turn back its hands, yank 
out its works and expect the tick 
of progress to go on. 

“Frankly, these old free tv film 
playbacks that are now taking to 
the air are really in violation of 
the Constitution of the U.S. and 
Bill of Rights, in that they are 
truly cruel and inhuman treat- 
ment. They are a mild form of 
mental horsewhipping. They are 
headache agitators, insomnia stim- 
ulators, and ulcer providers.” 


Judith Cortada Joins O'Leary 
Judith Cortada has joined John 


am interested in is the general| J, O’Leary & Co., Englewood, N. J., 


public.” 


‘public relations consultant. 
He argued that he feels the pub-| was 
with Wanamaker for 45 years, Mr. lic ought to have the additional Broadcasting Co. and an associate’ 


named general | opportunity to make a choice be-| editor of TV Screen and Apvertis- 


She 
formerly with American 


tween the free ty and the ads of'mnc AGE. 


firms, will consider, among other 
things, whether the existing fm 
band should be surrendered to tv, 
and carved into three additional tv 
channels. The committee will also 
attempt to determine the degree of 
“de-intermixture” that can be 
achieved. 

Sen. Magnuson said the commit- 
tee will also look into the “mono- 
poly” situation. For this phase of 
its work, it will rely on data which 
the Federal Communications Com- 
mission expects to collect with an 
$80,000 fund approved by Congress 
recently for a specia' investigation 
of network regulations. 

Meanwhile the FCC today an- 
nounced two steps to help u.h.f.: 

1. The commission scheduled 
arguments on June 27 for “de-in- 
termixture” of Peoria, Ill., Evans- 
ville, Ind., Madison, Wis., Hart- 
ford, Conn., and Albany-Schenec- 
tady-Troy, N. Y. 

2. It announced a proposal to 
lift the power limit on u.h.f. sta- 
tions from 1,000,000 to 5,000,000 
watts in order to improve their 
coverage. 


Grocery Group’s 
Report Skips Point, 
Says Safeway V. P. 


(Continued from Page 1) 
recommendations for establishing 
uniform practices in couponing 
operations. 

“The coupon study of the GMA 
is devoted entirely to the mechan- 
ics of issuing, handling and re- 
deeming coupons,” Mr. Cochran 
wrote. “There is no evidence in 
che study that refutes the claims 
of those who believe the use of 
coupons increases food distribution 
costs, forces retailers to assume ex- 
tra costs and burdens and inter- 
feres with the retailer’s ability to 
render the best service to the food 
consuming public. 

“If GMA wants to perform a real 
service to the entire food industry,” 
Mr. Cochran continued, “it would 
make an objective study of the use 
of coupons and the extent to which 
they are contrary to or in the in- 
erest of consumers, manufacturers, 
processors and retailers. 

“Safeway would be delighted to 
cooperate financially, or in any 
other way, with the GMA to devel- 
op such a useful report,” the letter 
concluded. 


Nassau Appoints Feldman 

Nassau Originals, maker of la- 
|dies’ sportswear, has appointed 
George Feldman Inc., New York, 
to handle its mail order advertis- 
ing. 
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Fradkin Agency Named 

Better Sleep Co., New Provi- 
dence, N. J., has appointed Frad- 
kin Advertising, N. Y., to handle 
ads for its aids to sleeping comfort. 


PRESS CLIPPINGS 
News items, editorials, advertisements 
Promptly 
from daily and weekly newspapers, from 

magazines and trade papers as 


tstasusety 08 

PRESS CLIPPING BUREAU 

BArclay 7-537! 

168 Church Street New York 7, N.Y. 
will provide you with a record of your 
results from promotions and releases. 

For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 


(Continued from Page 2) 
ban fringes as part of the central | 
cities,” he said. 

The trouble comes from the fact 
that “legally the urbanized area is 
made up of many municipalities 
located in a number of counties 
and, in some cases, in several 
states.” Attempts by such govern- 
ments to cope with the problems of 
growth are usually too little and 
too late, resulting in a burden on 
the citizens of inconvenience, 
waste, high cost and blighted areas, 
he said. 

Mr. Stott pointed out that the 
U. S. Census Bureau established a 
new category, the “urbanized 
area,” in 1950. By census defini- 
tion, this consists of one of several 
“central cities,” at least one of 
which has a 50,000 population, and 
an “urban fringe” of thickly set- 
tled areas with closely laid out 
streets. While the “central city” of 


the HIGHEST 


of any weekly 


business magazine... 


a true measure of readership 
and advertising value 


THERE’S A REASON — subscribers find 


solid gold in 6 pt. solid 


in TRAFFIC WORLD 


Every decision, every complaint, every application to the Inter- 


state Commerce Commission 


has profit and loss potential for 


both shippers and carriers. That’s why Trarric WorLp — espe- 
cially the pages of ICC reports in 6 pt. solid —is read, studied, 
and saved for constant reference in active files. Each week, any 
item on any of its 58 editorial pages can spell increased costs, 
or savings; distribution advantages or disadvantages. 


When traffic executives and transportation experts study every 
weekly issue with this kind of intensity, you know your message 


will be seen and read. 


For more details see our Service-Ad 
in Standard Rate and Data 


NEW YORK 22 

515 Madison Avenve—Plaza 5-6312 
CHICAGO 2 

22 West Madison Street—Financial 6-0012 
SAN FRANCISCO 3 

821 Market Street—YUkon 2-2338 


Local Governments Are Outmoded by 
Population Shifts, AT&T Comptroller Says 


‘637,000, th has a population of 
637,000, this figure is increased by | 
'30% with the addition of the urban | 


fringe—formerly considered rural | 
—and the land area is more than 


, doubled, Mr. Stott said. 


With the increasing concentra- 
tion of the population in “urban- 
ized areas” has come an increase 
in the “service” and white-collar 
'professions, whose members now 
comprise almost half of all U. S. 
workers, Mr. Stott pointed out. At 
first glance, this looks like too 
many generals and not enough 
privates, Mr. Stott said, but went 
on to explain that the reason for 
the trend lies in the tremendous 
increase of mechanization in both 
farm and industrial production. 


® Fertility, mortality and migra- 
tion were listed as the three major 
factors in the country’s develop- 
ment by Prof. Philip M. Hauser of 
the University of Chicago. In his 
talk, Mr. Hauser discussed the 
changing population from colonial 
times to the present day. 
_ “The U. S. provided the world 
with an example of remarkably 
‘rapid growth from an estimated 
‘population of little more than 50,- 
000 Europeans in 1650 to a popula- 
tion of almost 4,000,000 by 1790, 
the date of our first census under 
the Constitution,” he said. “Be- 
‘tween 1790 and 1950, U. S. popula- 
tion has doubled five times.” 
_ Mr. Hauser pointed out that in 
‘addition to population trends, 
‘many factors are significant in 
economic development, such as 
\differential urban-rural growth, 
internal migration, the expansion 
‘and decentralization of population 
‘in America’s metropolitan areas, 
and the changing racial and ethnic 
composition of the population. 
One of the most important ele- 
ments in the continued expansion 
of the country’s economy has been 
the population growth, Mr. Hauser 
said. “The population upsurge, now 
in its tenth year, assures tremen- 
dous population expansion for 
most of the remainder of this cen- 
tury, and to the extent that pop- 
ulation is a factor, holds forth new 
vistas of opportunity for continued 
economic expansion,” he con- 
cluded. 


New Book Untangles 
Trademark Problems 


New York, June 21—A non- 
technical guide to the complex 
problems of trademarks has just 
been published by the U. S. 
Trademark Assn. 

The 130-page  hard-covered 
“Trademark Management,” avail- 
able from the publishers at $5 
per copy, is the result of three 
years of research and data com- 
pilation on the part of a special 
committee set up by the associa- 
tion, which represents more than 
200 of the country’s largest com- 
panies. 

“This book was prepared be- 
cause business men asked for it,” 
said Sherwood E. Silliman, USTA 
president, in announcing its pub- 
lication. “We have tried to keep 
it simple, readable and interest- 
ing. This is not a law book and 
is not intended to take the place 
of your lawyer, but was written 
'to assist those executives who 
must deal with trademarks.” 
Subjects discussed include 
choosing the trademark, registra- 
tion, trademark use, policing, in- 
ternal administration and foreign 


problems. Chapters have been 
contributed by Edgar S. Bayol, 
press counsel, Coca-Cola Co.; 


John L. Esterhai, assistant coun- 
‘sel, Philco Corp.; Jack T. Red- 
'wine, attorney for Quaker Oats 
Co.; W. G. Reynolds, legal coun- 
sel for E. I. du Pont de Nemours 
Co., and others. 


COMPANY INSIGNIA—Visitors to Motorola Inc.’s new showrooms in the 
Merchandise Mart, Chicago, are the first to see the company’s new 
insignia—two pyramid shapes forming an M—which greets them 
at the entrance. Motorola expects to extend use of the insignia on all 
products, cartons, stationery and advertisements within the next 
two years. The new showrooms were opened on June 20 to coincide 
with the beginning of the summer furniture show. The designs in the 
entrance represent a printed electronic plated circuit on the left and 
a photographic montage of the heavens on the right. 


On stage at WBEN-TV .. . and a crew of experts goes to 
work ! Experts because WBEN-TV’s well-knit team of 
directors, announcers and technicians have been with this 
pioneer station since its beginning in 1948. These TV 


veterans have had seven long years of experience in the 
production of television commercials. 


WBEN-TV scheduling assures enough rehearsal time for 
every commercial. Two fully equipped studios permit 


staging effects that are polished to perfection. 


Standards like this cost no more, — that’s why more and 
more time buyers buy WBEN-TV more and more often. 
Let quality production tell YOUR story in a quality way. 


a cieme ” 
(CBS NETWORK 


BUFFALO, N. Y. 


WBEN-TV Representative 


~ Garcngton, 2 Righter and Parsons, Inc., New York, “Guleage, San Francisco 
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RES ULTS of our program in ) 


Advertising Requirements * 
... consistently better than we 
ever hoped for...” 


Advertising Requirements 


* Advertising Requirements — the workbook of over 200 E. ILLINOIS STREET, CHICAGO 11 , 
21,000 advertising management executives—the top a 
how-to-do-it, where-to-buy-it medium in advertising’s Published By The Publishers of ADVERTISING AGE 
$3 Billion production-promotion-merchandising field. and INDUSTRIAL MARKETING ; 
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Color Brightens 
Home Furnishings 
Summer Market 


(Continued from Page 1) 
margins after last year’s sag in 
profits. Carpet manufacturers 
raised prices from 2% to 5% this 
month. On furniture, prices are 
going up as much as 7%. 

Retailers say they will have to 
pass the price hike on to their 
customers, but they insist that 
quality and style have made such 
strides that consumers will not 
mind slight increases. 


= Wallace Ollman, general man- 
ager of the Merchandise Mart, 
predicted that wholesale dollar 
volume at the Mart would reach 
$250,000,000 this year. Lawrence 
H. Whiting, president of the Amer- 
ican Furniture Mart, also predicted 


DO YOU REACH 
WITH CANADIAN 
BUSINESS PAPERS ? 


Many a U.S. firm intending 
to tap the rich Canadian 
market learns early that 
Canada is a national mar- 
ket reached only through 
national Canadian publica- 
tions ... 4 out of 5 retail- 
ers, business, professional 
men including the key men 
in industry read Canadian 
Business Papers. 


Here with maximum effect 
you reach the exact seg- 
ment of the Canadian mar- 
ket you want. Write to-day 
for the recent survey* of 
our 105 BNA publications. 


*Gruneau Research 
Bulletin 1954 on 
request, 


a record year. 

While there is some feeling that 
color, as it is being used this year, 
is just a passing fancy, the major- 
ity of manufacturers say it’s here 
to stay. 

Purple couches, green sinks and 
orange chairs are on the upswing. 
Wood finishes are used more lav- 
ishly than ever, and many wood 
pieces combine color and natural 
wood texture. 

Dealers are being encouraged to 

promote the new lines. Window 
display contests and advertising 
contests are being used by several 
manufacturers. 
One of the most potent forms of 
promotion is the new emphasis 
home furnishings men are giving 
time payment plans. Almost all 
of them are giving some of their 
advertising space to promoting 
credit. 

On the retailing side, Richard 
Buchholzer, general merchandise 
manager of Hower Corp., Akron, 


Surprise Appearance 

An interesting sidelight at 
the market was the partici- 
pation in a press conference 
for the first time of the mer- 
chandise manager of home 
furnishings for Montgomery 
Ward & Co. Asked whether 
his appearance was a reflec- 
tion of a new policy at 
Ward’s, Robert E. Cooper 
told AA, “It’s a change. It’s 
never happened before.” 

Mr. Cooper told newsmen 
that “the industry came to 
this market in better con- 
dition than ever before.” Up- 
holstery retailers, he said, 
came with three to four 
weeks’ back orders. 

Dinette manufacturers, he 
said, are hungrier than any 
others. He compared this 
group to the appliance 
group, in which, he said, 
there are “probably more 
manufacturers than the 
country can absorb.” 


told a press conference that with- 
out consistent promotion, business 
lags immediately. 


" Three retailers told another 
news conference at the market 
that the sales which are legitimate 
warehouse sales will probably con- 
tinue. Those making false claims 
will die out, they agreed. 

F. R. Houlihan, v.p.-at-large of 
Moellers, Cambridge, Mass., said 
that he is anticipating color tv for 
his next big year. 

On the advertising side, most 
manufacturers are spending more. 
Many are moving into expanded 
fall campaigns to introduce new 
lines. A few examples follow: 

Pullman Couch Co., 
will run ads in Bride-to-Be, House 
& Garden, House Beautiful and 
Living for Young Homemakers to 
introduce its new Starlight Sleeper. 
The first ad will run in the Sep- 
tember issue of Bride-to-Be. Under 
the sectional advertising policy of 
the magazine, dealers showing the 
new piece will be given a listing 
in their own locale. Under this 
system, Norman Buckner, adver- 
tising manager of Pullman, ex- 
plained that dealers can use a 
national medium to advertise in 
their own area. They are also 
permitted to list their own prices. 
Rothbardt & Hass, Chicago, is the 
agency. 

Kroehler Mfg. Co., Naperville, 
Ill., stepping up its ad program, 
will open a fall furniture promo- 
tion with color pages in the August 
issues of Life, Look and other 
magazines. The ads will be re- 
printed, in advance of publica- 
tion, in a brochure which will 
be sent out to dealers. Henri, 
Hurst & McDonald Inc., Chicago, 
is the agency. 


Chicago, | | 


only carpet maker using tv, will 
increase its fal] network schedule 
of the Garry Moore show from 
eight to 12 weeks. Dealers are of- 


fered free cut-ins in their areas. | © 


Anderson & Cai) ns Inc., New York, 
is the agency. 
Brown-Saltman Co., Los Ange- 


les, will run a joint promotion with | 


Warner Bros. to boost “The Mc- 
Connell Story,” in which Brown- 
Saltman furniture is used exclu- 
sively. 

Stores will duplicate the movie 
setting in windows and movie lob- 
bies when possible. The theme of 
the campaign is “Motion Pictures 
Build Your Dream House.” 

Youngstown Kitchens— Mullins 
Mfg. Co., Warren, Ohio, will open 
a heavy magazine campaign in the 
fall to introduce its new color line 
of kitchens and dishwasher. Mul- 
lins has the only work level dish- 
washer on the market now. 

Ads will break in the August 
issues of Better Homes & Gardens, 
Ladies’ Home Journal, Life, Mc- 
Call’s, Redbook, Woman’s Home 
Companion and several builder and 
decorator magazines. The company 
also has a new food waste disposer 
that can be used with almost any 
plumbing. Brooke, Smith, French 
& Dorrance Inc., Detroit, is the 
agency. 

General Electric has dropped the 
Ray Milland show and will pick 
up 26 hour shows on CBS-TV. The 
new program, featuring specialty 
films by 20th Century Fox, will be 
jointly sponsored by the major and 
traffic appliances and the radio-tv 
divisions. 

Traffic appliances will also 
sponsor an hour weekly show on 
NBC, on the theory that it’s best 
to hit the market from both net- 
works. 

The advertising effort will focus 
on the GE exclusive portable tv set. 
The new set will have national 
distribution by the fall. 

Also new for GE is a new “party 
pink” promotion for a new pink 
portable radio. The promotion will 
include a tie-in with a dress manu- 
facturer for an “Our Gal Friday” 
dress. The advertising will be 
pushed in the youth market. Young 
& Rubicam Inc., New York, is the 
agency. 

Firth Carpet Co., New York, says 
that it is the only company doing a 
complete advertising job. It uses 
Life, the shelter magazines, local 
magazines such as Sunset, news- 
papers and trade publications. 

It will introduce a new fabric 
and increase its schedule this fall. 
It also has expanded its program 
from a three to a six-month sea- 
sonal program. Abbott Kimball 
Co., New York, is the agency. 

James Lees & Sons, Bridgeport, 
Pa., in addition to an increased 


ge iFame during the market. Gen. 
t@ | Wood, who was chosen by a panel 
s|of 101 financial writers, editors, 
’|marketing authorities and heads 
i= |of business schools, is the seventh 


o- 


More storage space in your living space 


a] sn] ee 


fesy terms. Also makers of Lane Tobles 


LANE Cedar Chests 


om 0 8, SEO 


SPACE SAVER—The cedar chest with 
a new look is shown here in a Lane 
Co. ad. This ad, to run in Look 
this fall, is part of the general con- 
sumer side of the three-pronged 
Lane advertising program. The 
other two are aimed at young girls 
and practical-minded housewives. 


schedule in 11 magazines and 
newspapers, has a beautiful color 
film on the use of color in decorat- 
ing. “Amazing What Color Can 
Do” will be shown to dealers and 
salesmen first to point out how to 
use color in selling. It will then be 
shown to women’s clubs. D’Arcy 
Advertising Co., is the agency. 

Lane Co., will use 30 full pages 
in consumer magazines this fall. 
The company states that it is the 
biggest advertiser in the furniture 
field. 

The advertising program has 
three facets: the first is the general 
consumer promotional campaign in 
Life and Look. The second is 
pitched to young girls. Ads in 
Seventeen and the movie maga- 
zines tell the story of the dream 
chest. 

The third group of ads, in the 
shelter magazines, tell the “decur- 
ate with storage space” story to 
homemakers. New Lane chests are 
built to fit into any part of the 
house and to blend with a variety 
of furniture styles. Many of the 
new cedar chests developed by 
Lane resemble highboys, coffee 
tables, end tables and other decor- 
ator-functional pieces of furniture. 

A Life survey of newspaper ad- 
vertising shows that Lane gets 
more dealer-financed newspaper 
linage than any other Life adver- 
tiser. The company spends over 
$1,000,000. C. J. LaRoche, New 
York, is the agency. 


® Gen. Robert E. Wood, 76 year 
old retired chairman of Sears, Roe- 
buck & Co., Chicago, was elected to 
the Merchandise Mart Hall of 


merchant—and the only one still 
living—to be so honored. 


Food Brokers Defend 
Ethics Code Against 
Complaint by FTC 


WASHINGTON, June 23—The Na- 
tional: Food Brokers Assn. con- 
tended that its code of ethics, chal- 
lenged by the Federal Trade Com- 
mission (AA, June 20), is less re- 
strictive than codes which are used 


THE READ CARPET—Pete Liller, Liller, 
Neal & Battle, Atlanta, literally 
rolled out the carpet at the Chi- 
cago market to indicate to a sales 
meeting of Necdletuft Rug Mills, 
Dalton, Ga., the volume of local 
dealer ads. More than 250 ads 


Masland Co., Carlisle, Pa., the) 


made up the 3’x120’ carpet. 


by doctors, dentists, accountants 
and other professions. 
| In a complaint issued last week, 
the commission charged that mem- 
‘bers of the association agree not to 
solicit accounts which are held by 
other members. But today, Watson 
Rogers, president of the association 
—who is also named individually 
in the complaint—said the code 
deals only with “unfair” solicita- 
tion of accounts held by members. 

He pointed out that doctors, 


any solicitation of business . 
or unfair. “If it is proper and right 
for the code of ethics of the lawyer, 
countant to condemn mere solicita- 


standpoint of equality before the 
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professions have codes banning 
. - fair 


the doctor, the dentist and the ac- 


tion, it is pretty difficult from the 


law to consider improper the less 
rigid standards of the food broker 
which require that solicitation 
must be ‘unfair’ before it is con- 
demned,” he said. 

Mr. Rogers said it is too soon 
to know what action the associa- 
tion will take in the face of FTC’s 
attack on its code. “We shall, of 
course, do everything in our power 
to defend the proper and legal 
rights of the association and its 
members,” he said. 


Lowther Joins Diamond 

Eugene J. Lowther, formerly ad- 
vertising director of the Macfadden 
Men’s Group, has joined Diamond 
Match Co., New York, as a mem- 
ber of the national advertising 
space staff of the book match de- 
partment. 


woah tie 
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Will you pay 33.2 cents each to reach NEW 
markets? 

Industrial Equipment News reaches 452 indus- 
tries . . . 452 different markets . . . and costs only 
$150 on a 12-time schedule. 


That's just $.322 per market. 


Very few suppliers know all of the industries 
that ean buy their products. 


Even one new market added to the industries 
you already sell is worth while. But IEN will do devel- 
opment work for you in all the markets there are, 
all 452 subdivisions of the 20 basic industries, includ- 
ing all you are now selling and all the others that 
might buy if they knew about your products. 


In these 452 markets IEN influences the 64,000 
product selecting officials in the 40,000 establishments 
which make 80% of the national product. 

What an opportunity to explore new markets, 
find and develop new customers! 

And our immediately interested readers will 
respond . . . will reveal who and where they are and 
why they are prospects. 

IEN's exclusive SPECIFIC INFORMATION sales 
leads have set a new standard in the screening of 
inquiries. 

You don’t have to guess about IEN results... 
they speak for 
themselves. 


Details? 
Send for complete 
DATA FILE 


Industrial 
Equipment 
News 


Thomas Publishing Company 
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lawyers, dentists and many other 
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Broadcasters Set 


Up Committee to 
Battle Toll TV 


Hot SprRINGs, Va., June 23—Tv 
directors of the National Assn. of 
Radio & Television Broadcasters 
voted today to take a more active 
role in the fight against toll-tv, 
and appointed a special committee 
to get the arguments against pay- 
tv before Congress and the public. 

In April the directors passed a 
resolution instructing NARTB to 
fight any proposal which would 
establish a pay-tv system on the 
tv channels currently available to 
telecasters. The newest resolution 
reaffirms that stand, and provides 
the basis for an active fight to 
arouse public opinion against toll- 
tv. 


® General command of the asso- 
ciation’s fight against toll-tv was 
vested in three members of the tv 
board. These three—to be ap- 
pointed by NARTB President Har- 
old Fellows—are to help the 
NARTB management “in the de- 
velopment of the reply brief 
[which is to be filed with the FCC] 
and of the full disclosure by ap- 
propriate means of pertinent facts 
and information to Congress and 
the American public concerning 
pay television.” 

The pay tv issue did not reach 
a vote in any form at the recent 
convention, although a number of 
telecasters registered objections to 
the position taken by the tv board. 
A resolution conflicting with the 
board’s position was sponsored by 
a group of members but was ruled 
out of order by Mr. Fellows. 


Texas Booster 
Amon G. Carter 
Dies in Fort Worth 


Fort WortH, June 23—The 
newspaper publishing industry 
lost one of its most colorful figures 
with the death today of Amon G. 
Carter, 75, publisher of the Fort 
Worth Star-Telegram. He had been 
confined to his home since his 
return from the American News- 
paper Publishers Assn. convention 
in April. He had been ill follow- 
ing the first of a series of heart 
attacks in February, 1953. 

Mr. Carter was born in Crafton, 
Tex.; his formal schooling ended 
with the public schools. He started 
to work for the Star-Telegram as 
a newsboy and rose to become the 
paper’s president and publisher. 
He built the Star-Telegram to its 
standing as the largest combined- 
circulation paper in the state. 

Mr. Carter had been a leading 
exponent of Texas and especially 
of Fort Worth, where he had been 
a moving spirit in the establish- 
ment of the Southwestern Exposi- 
tion & Fat Stock Show, the Greater 
Fort Worth International Airport, 
and other civic enterprises. 


® An inveterate foe of neighboring 
Dallas, he is said to have boasted 
that when he went to Dallas on 
business he always carried his 
lunch in a paper bag. 

He had been president of the 
Fort Worth Club for 29 years and, 
through his acquaintance with 
Presidents and  notables—from 
Will Rogers on—he had made his 
name and that of the round-the- 
clock paper synonymous with that 
of the Lone Star state. 


O’Connor Succeeds Collins 
at ‘Cleveland Plain Dealer’ 
Edward J. O’Connor has been 
appointed national advertising 
manager of the Cleveland Plain 
Dealer. He succeeds Byron A. (By) 
Collins, who has retired after 41 
years with the Plain Dealer. Frank 
A. (Pat) Moran, with the news- 
paper many years, has been named 
assistant national advertising man- 
ager. 


Last Minute News Flashes 


Coffin Moves to ‘Living tor Young Homemakers’ 


New York, June 24—Charles H. Coffin, formerly western man- 
ager of all Street & Smith magazines, has been named national ad- 
vertising manager of Living for Young Homemakers, succeeding 
William J. Herwood, who has resigned. Mr. Coffin’s replacement in 
Chicago will be Robert R. Harkness, who has been handling Made- 
moiselle in Chicago. No other Street & Smith executive changes are 
contemplated at present. The office of president, filled by Gerald H. 
Smith until his death last week (see story on Page 61), will remain 
vacant for the time being. Ralph R. Whittaker Jr. will remain as exec. 
v.p. and Arthur P. Lawlor as v.p. and secretary. The company will 
continue under “the same family ownership and publishing policies.” 


‘Business Week’ Will Raise Guarantee, Rates 


New York, June 24—Business Week will announce Monday (June 
27) an increase in rates, effective January, 1956. The new one-page, 
13-time rate will be $2,465. Present one-page, 13-time rate is $2,200. 
The new rates are based on a guaranteed net paid circulation of 
275,000, an increase of 25,000 over the present guarantee. 


Erwin, Wasey Gets Courtley Toiletries 

Los ANGELEs, June 24—Erwin, Wasey & Co. has been named to 
handle the Courtley division of Lee Ltd. Lee recently purchased 
Courtley men’s toiletries from the Hudnut sales division of the 
Warner-Lambert Pharmaceutical Co. 


New Haven Railroad Names Doyle Dane Bernbach 


New York, June 24—The New York, New Haven & Hartford Rail- 
road is expected to announce the appointment of Doyle Dane Bern- 
bach as its agency, effective Sept. 1. The road’s current agency of 
record is Hoag & Provandie, Boston. The account bills between 
$300,000 and $500,000. 


Denver Chemical Switches to Kastor, Farrell 

New York, June 24—Denver Chemical Manufacturing Co. has 
appointed Kastor, Farrell, Chesley & Clifford to handle its advertis- 
ing for Antiphlogistine poultice and rub and its other products. 
Gotham Advertising is the previous agency. 


Marcalus Account Shifts to Riedl & Freede 


East Paterson, N. J., June 24—Marcalus Mfg. Co., maker of 
Marcal paper napkins, hankies, straws and sandwich bags, Kitchen 
Charm waxed paper and other household paper products, has ap- 
pointed Riedl & Freede, New York, as its advertising agency, ef- 
fective Aug. 1. Marcal’s ad budget is believed to be about $300,000, 
mostly in radio and tv spots. Calkins & Holden, New York, has had 
the account since 1946. 


Farricker Will Join McCann July I 


DetroitT, June 24—Richard J. Farricker, manager of Kudner Agen- 
cy’s office here and account executive on the General Motors ac- 
count, will join McCann-Erickson’s Detroit office on July 1 as v.p. 
and account service group head on the Chrysler Corp. institutional 
advertising account. 


Lee Rejoins Thompson; Other Late News 


® Harry A. Lee, who was with J. Walter Thompson Co., San Fran- 
cisco, from 1936 to 1942, will rejoin Thompson July 1 as v.p. and 
Pacific area manager. He has been president of Philippine Adver- 
tising Associates, Manila, since 1945. 


® The New Yorker will open an advertising office in San Francisco 
Oct. 1, headed by Richard E. Mann, who has been Chicago manager. 
Frank Brewer of the Chicago staff becomes midwestern manager. 
The magazine also plans a Los Angeles office. 


® Karl F. Moore, formerly merchandising manager, has been named 
promotion manager of True, New York. 


® The U. S. Air Force has reappointed Ruthrauff & Ryan, New York, 
to continue handling its account. 


Court Overrules 
CAB; Airline May 
Use ‘American’ Tag 


WASHINGTON, June 23—The court 
of appeals today upset a ruling of 
the Civil Aeronautics Board which 
ordered North American Airlines 


Thayer Ridgway, 
Brooke, Smith's 
Exec. V.P., Dies at 50 


NEw York, June 24—Thayer 
Ridgway, 50, exec. v.p. and crea- 
tive director, Brooke, Smith, 
French & Dorrance, died at his 


to stop using the word “American” 
in its name. 

The CAB had supported the po- 
sition of American Airlines, which 
contended that the use of “Ameri- 
can” by North American, a non- 
scheduled line operating primarily 
among New York, Chicago, Kan- 
sas City and Los Angeles, consti- 
tuted unfair competition. 

The court ruled however that 
“American” is so commonly used 
by business enterprises, including 
the airline industry, that its use by 
North American does not constitute 
unfair competition. 


Meyer Joins Snellenburg 
Richard S. Meyer has joined N. 
Snellenburg & Co., Philadelphia 
department store, as sales promo- 
tion manager and publicity direc- 
tor. He was with Hecht Co. for 15 
years, where he was ad director 
and sales promotion manager. 


home here last night. During his 
career, Mr. Ridgway had been at 
Lennen & Mitchell, McCann-Erick- 
son and Ridgway, Fedry & Yocum. 

He started his career in 1924 
with the New York World, after 
having been accepted as a pre- 
medical student at Yale. He later 
joined Hearst West Coast News- 
papers, becoming advertising man- 
ager and national advertising man- 
ager. 

In 13 years on the Coast, Mr. 
Ridgway also was general sales 
manager of the Don Lee Broad- 
casting System, and advertising 
manager for Fox West Coast The- 
aters. He joined Brooke, Smith in 
1947, becoming exec. v.p. of the 
New York division. Prior to that he 
was president of his own agency, 
and v.p. in charge of new business 
at Lennen & Mitchell. Earlier he 
had been an account executive at 
McCann-Erickson. 


$750,000 Budget 
Puts Punch in GE 
Fair Trade Drive 


MILWAUKEE, June 23—General 
Electric Co. apparently means 
business on fair trade. 

That was made clear in federal 
court here yesterday when GE’s 
small appliance division pressed 
legal action against the Boston 
Store and ten other Milwaukee 
department stores and appliance 
dealers for allegedly selling under 
the fair trade minimums. 

Robert Walton, small appliance 
fair trade manager, told Judge 
Robert E. Tehan that the GE divi- 
sion spent $500,000 last year en- 
forcing fair trade pricing, and has 
budgeted another $750,000 to con- 
tinue the program through 1955. 
Mr. Walton said he has a large 
staff of fulltime and parttime em- 
ployes, that he also uses the serv- 
ices of nine or ten shopping agen- 
cies and 34 law firms—and that 
GE’s own legal staff spends three- 
fourths of its time on fair trade 
matters. 


® Mr. Walton also stated that up 
to June 1 GE had signed 16,291 
fair trade agreements with dealers, 
conducted 27,573 shopping tests in 
44 states, sent 5,858 letters to 
stores warning of alleged viola- 
tions and started suits against 1,057 
stores in 24 states since the fair 
trade pricing program began in 
September, 1952. 


Pittsburgh ‘Renewal’ 
Resulted from Joint 
Business-City Efforts 


CuHIcAGO, June 22—The lesson 
of the rehabilitation of Pittsburgh, 
which has attracted national at- 
tention because of its success in 
licking many problems common to 
large urban areas, is that busi- 
ness leaders must join with gov- 
ernment officials in setting up 
and carrying out programs for 
redevelopment work. 

This was the message given to 
Chicago business men today at a 
luncheon at the Sheraton-Black- 
stone arranged by Stuart List, 
publisher of the Chicago Ameri- 
can. More than 350 business and 
civic leaders, including Mayor 
Daley and members of the coun- 
cil, were on hand to hear Mayor 
David Lawrence of Pittsburgh, 
and Arthur B. VanBuskirk, who 
is chairman of the Allegheny Con- 
ference on Community Develop- 
ment. 

Both speakers emphasized the 
fact that Pittsburgh’s problems of 
flood control, smoke abatement, 
rehabilitation of blighted areas, 
improved highways and better 
recreational and cultural facili- 
ties were tackled by the best 
brains of the community. 


= They said that the men in the 
top business brackets in Pittsburgh 
had devoted time and energy to 
the development of the program, 
with the result that the city has 
had a great surge forward busi- 
ness-wise and in many other re- 
spects. 

The purpose of the luncheon 
was to give Chicago business and 
municipal leaders, who are work- 
ing along similar lines, the bene- 
fit of the successful experience of 
Pittsburgh in making that city 
a more attractive community in 
which to work and to live. 


Magazine Offers ‘Spots’ 

Better Living, New York, is of- 
fering “spot announcement” space 
to advertisers—14 lines on one 
column or seven lines across two 
columns, at the bottom of editorial 
‘copy. The premium position costs 
| $680. No plates are required for 
\the ads. 
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Revenue Service 
Frowns Again on 
Calorie Counting 


WASHINGTON, June 23—The In- 
ternal Revenue Service, in anoth- 
er about-face, has notified brew- 
ers that it will not permit ads 
which refer to caloric content, or 
imply that beer is non-fattening 
or nearly so. 

Today’s notice is the third stage 
of a beer barrel polka which first 
found the bureau hostile to calorie 
copy, then tolerant, and now all- 
out against. 

“Inasmuch as the Internal Rev- 
enue Service did not previously ob- 
ject to caloric treatments, pending 
the development of specific evi- 
dence on the point,” the notice said, 
“a reasonable time is being allowed 
for the preparation of substitute 
advertising copy. 


® “Since it is now evident, how- 
ever, that such advertising is like- 
ly to result in consumer deception, 
the transition to unobjectionable 
advertising should be effected as 
expeditiously as possible.” 

Because the Internal Revenue 
Service does not have jurisdiction 
over brewers who operate within 
a single state, the edict will not ap- 
ply directly to all brewers. How- 
ever, it will apply to any brewer 
who ships into a state that has 
laws governing the advertising of 
beer. 

The announcement pointed out 
that the bureau first questioned 
caloric claims in the spring of 1953 
when a number of brewers began 
advertising that their brand was 
free of starch and relatively free 
of sugar. 


= At the time, the alcohol and to- 
bacco tax division ruled that claims 
of this type were misleading “since 
all beers are free of starch and 
none contains more than a negli- 
gible quantity of sugar.” 

In the spring of 1954, however, 
government authorities modified 
their position and advised that cal- 
oric references could be used if 
they were qualified with accurate 
statements of the actual caloric 
content, 

“As time passed, however,” the 
announcement said, “and as addi- 
tional brewing companies adopted 
the low calorie theme, it became 
increasingly evident that low cal- 
orie claims, even when qualified 
by statements of actual caloric 
content, might be misleading in 
certain respects.” 


=" The announcement said that 
since late 1954, the alcohol and to- 
bacco tax division has been mak- 
ing a consumer survey. “This sur- 
vey supports the position that 
treatments calculated to imply 
nonfattening or less fattening 
properties on the part of beer are 
misleading and therefore contrary 
to the regulations. 

“Substantial percentages of the 
people interviewed in the survey 
received the impression that the 
advertised product was either en- 
tirely nonfattening or at least neg- 
ligible in calorie content; that it 
was less fattening than other com- 
petitive beers; that the consumer 
could lose weight by drinking it: 
that the product was approximately 
equal in food value to the food 
item with which its calorie content 
was compared; or that the adver- 
tised product could be substituted 
for these food items with the same 
nutritional results.” 


Magazine Names Psychiatrist 
Dr. Edward J. Hornick has joined 
Seventeen, New York, as psychia- 
tric consultant. He will help an- 
swer teen-age inquiries on emo- 
tional behavior problems, family 


relations and personality conflicts. 
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Tue Apvertising Market Pract — 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ADVERTISING MANAGER, 
MALE OR FEMALE 
AGE NO FACTOR, ABILITY IS! 
To head up new advertising department, 
established fashion organization on West 
Coast. Requirements: 1) Good sales promo- 
tion ideas and “know how” of planning. 
2) Ability to organize, supervise, and buy 
production. 3) Direct mail catalog experi- 
ence essential. Knowledge of copywriting 
desired. Write all information in first 
letter, address Box 7638, ADVERTISING 
AGE, 200 E. Illinois St., Chicago il, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


COPYWRITER—Dynamic young Ohio 
agency will (very) soon need a copywriter 
who is on his way up but feels restricted 
in present post. Prefer minimum of five 
years diversified agency copy experience. 
Our staff knows of this ad. Send brief 
confidential resume—mention salary de- 
sired. 
Box 7631, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ALL IS GRIST 

‘cahoots which comes to our mill. 

Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


“Our 44th Year” 


ACCT. EXEC., 
OIL EXP. $10,000 


This position is not with an agency, but 
requires an agency man with oil or tire 
merchandising experience. A career po- 
sition with excellent future. 


GLADER CORPORATION 


‘The Agency's Agency’’ 
Stanley D. Koch, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 


“WA 2-2306 


ACCOUNT EXECUTIVE 
Medium-sized Chicago package goods 
agency wants experienced account man 
to take over existing business and develop 
new. Food experience essential. All re- 
plies confidential. Tell complete story. 

Box 7623, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING PLACEMENTS 
BOB LETHBRIDGE 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan . Chicago, fll. Fi-6-1155 


ADVERTISING MANAGER 

for large Midwestern textbook publisher. 
Must have successful hard-selling direct 
mail background, executive ability. 
To age 40. Man or woman. 
Write, telling everything you think we 
should know about you, and include a 
sample of direct mail copy you wrote, 
which will be returned. 

Box 7627, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
202 S. State St. Chicago 


ADVERTISING AGENCY 
SEEKS MANAGER 

Loss of manager due to ill health creates 
opportunity for executive qualified to as- 
sume management of 10-man agency. Must 
be thoroughly capable in sales, creative 
ideas and administration. Good salary plus 
incentive bonus. Located in Mid-west 
metropolitan market. Send full particulars 
to Box 7632, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


FRED J. MATERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


If yow’re a creative copywriter— 


“trapp 


”* by the Loop or “boxed in” on your job 


THIS MAY BE YOUR CHANCE 
TO ESCAPE 


Wisconsin’s largest 4A advertising agency has a fine opportunity 
for an agency-trained consumer writer. 


He'll be versatile . 


.. able to take over creative responsibilities 


on food, home furnishings and hard goods accounts. He’ll work 
happily in a comfortable business environment (100 congenial 
souls)—in a shop where copy careers are honored goals (not 
just milestones on the way to account-manhood). 

This man will be 30 to 35. He'll like the relaxed pace of Mil- 
waukee. He'll enjoy the chance for suburban living just fifteen 
minutes from the office. And, of course, he'll respond to the free- 
wheeling career-growth possibilities. 

Starting salary will be set to fit the abilities of the man. Think 


© 
. 


you're the one? Drop us a line, describing your background and 
salary requirements, We'll arrange a personal interview. 


BOX 422 
200 E. Illinois St. 


ADVERTISING AGE 


Chicago 11, Il. 


ful small agency. 


200 E. Illinois Street 


To a SMALL AGENCY 


plagued with BIG copy-idea problems 


A new and creatively powerful FREE LANCE service is 


available to you from this former head-man of a success- 


I have handled all types of accounts including food, drug, 
appliance, soft goods, toys, automotive, at both national and 
retail levels. After successfully operating my own 114 million 
dollar agency for 16 years, I am now retiring (at 39!) to the 
country and setting up this consulting and free lance service 
especially for SMALL AGENCIES. 


I can give you ideas and plans that sell, at very modest rates 
—with your satisfaction guaranteed, or no charge. I have faced 
YOUR problems myself, at your level of operation, so I know 
what is practical for the smaller agency. 


Try me on problems or campaigns for any media. Obviously, 
your confidence fully respected, and your deadlines met. 
Quotations furnishd in advance of all assignments. Brief me at 


Box 423, ADVERTISING AGE 


Chicago 11, Ill. 


ee Sat ee Bee eal 


POSITIONS WANTED 


“REPRESENTATIVES AVAILABLE 


CREATIVE DIRECTOR 
Young (30) man with more creative TV 
film commercial ideas than present em- 
| ployer (national syndicator) seems to need 
seeks position as creative director and/or 
copywriter. Much experience in electric 
appliance field. Six year’s experience in 
radio, magazine, TV and film copywriting. 
Box 7633, ADVERTISING AGE 
200 E. Illinois st., Chicago 11, Il. 

ARTIST, fr. lance wants additional ac- 
counts or part time with space and min. 
24 hr. week. Agency exp. Newspaper & 
mag. layout, packaging, labels, P.O.P., 
spots. Prod., ill. Exp. mail order. Chicago 
ANdover 3-4470, Paterson. 


MAN OF THE WEEK 
A natural for manufacturer (ad manager) 
or agency creative post in mid-west. Elec- 
tric housewares exp., all phases. College 
grad., 33. Resume on request. 
Box 7629, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


NO WHITE ELEPHANT but willing to 
work for peanuts. Market Research man. 
Box 7619, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


UNCOMMON AD MAN 

Highly creative, Adept administrator. 14 
years experience, mostly agency, in ad- 
vertising, merchandising, sales promotion. 
Accounts: major appliances, home furnish- 
ings, automotive and other. Plan and exe- 
cute national or local campaigns, all 
media, TV included. Age 37. Family. 

Box 7637, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


CREATIVE ACCT. EXEC. 
Specialist in hard lines. 10 years agency 
and administrative experience in national 
accounts. Strong on analysis, account plan- 
ning, follow through. Producer of sound 
advertising and merchandising ideas. Ver- 
satile writer. Industrious. Friendly per- 
sonality. College educated. Salary open. 
Will relocate. Please write 

Box 7636, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MEDIA. ..MEDIA.. .MEDIA...Ass’t. Me- 
dia Director for small Chicago agency 
seeking OPPORTUNITY! Young, alert, in- 
telligent. Experienced all media. Prefer 
Chicago. 

Box 7635, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


RADIO TIME SALESMAN 
Very fine agency contacts. Hard worker 
and aggressive. Factual and sound selling 
through agencies or direct. Will consider 
opportunity out-of-town. Experience with 
large independent station. 
Box 7630, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


DO YOU NEED 
package design, food illustration, 
comps to be done? 

Call Chicago CH 3-8322 


SALESMAN OR SALES MANAGER 
Can also handle station operation. Many 
successful years in time sales - good ideas 
aggressive - sound selling experience. Will 
consider good opportunity out-of-town. 

Box 7621, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


tight 


AGENCY OPENING 
FOR ASSOCIATE 


One looking for better service, 
increased profits. Well estab- 
lished and financial N. Y. C. 
agency with full recognition. 
Complete agency facilities. Gen- 
erous profit arrangements to re- 
sponsible individual. 


Box 418, ADVERTISING AGE 
480 Lexington Ave., 
New York 17, N. Y. 


MAGAZINE WANTED 
Established Mid-West Representative seeks 
one more Trade Publication; commission 
basis only. Publication must possess stand- 
ing in its field, demanding solicitation for 
substantial space. We offer a competent 
publication broad contacts among Agencies 
and Advertisers. 

Box 7634, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


BUSINESS OPPORTUNITIES 


MAGAZINE MONTHLY - 23 years old. 
Excellent opportunity for advertising man. 
Tremendous potential. Only $5000 down. 
Liberal terms. 

Box 7628, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MISCELLANEOUS 


Financing of Accounts Receivables 
Credit organization will finance agency's 
small accounts. New York City agencies 
only. Held in strictest confidence. 

Call Mr. Eskow, CYpress 4-6174 


Family-type cartoons with very short cap- 
tions, or preferably none, wanted imme- 
diately for new medium. Top prices for 
outright purchase. Possible syndication. 
P. O. Box 3526, Merchandise Mart Station, 
Chicago 54. 


OPPORTUNITY UNLIMITED 
Copy Supervisors (2 needed)...... $12,000 
ror west coast agencies—foods an 

packaged goods exp. 


Sr. Copywriter. ........sss5- $15,000-25, 
Top-flight creative mind with solid 
agency B/G 

Copywriters (2 needed)......... $10,000 up 
Tech. or engineering exp. nec. 

Radio-TV writer................ to $20,000 
Heavy exp. in live and filmed com- 
mercials 

BC BOG Misc pncccecabecese's’ $12,000 


Good exp. in foods or related 
Contact in Confidence 
GEORGE E. PYLKAS 

WABASH EMPLOYMENT AGENCY 

Chicago 4 


202 S. State WaAbash 2-5020 


Copywriter—a real pro— 
wants to move - 


He now heads up a copy group with a large 
agency. He has been copy chief for two 
other large agencies—but is by no means 
considering only copy chief jobs. There's 
no creative phase of advertising he’s not 
equipped to plan and execute. He has been 
chief creative man on appliances, beers, 
automobiles, industrial; has written foods, 
drugstore products, public utilities, finan- 
cial. Former newspaperman; good publicity 
and public relations man. Works with mini- 
mum waste time and motion. Prolific of 
practical ideas. Rapid copy producer. Good 
health. Good habits. If you're interested in 
the production ability and the wisdom, ex- 
perience and steadiness of a season veteran, 
write Box 427, ADVERTISING AGE, 200 
E. Illionis St.. Chicago 11, Tl. 


Representatives Wanted— 
to sell display advertising space 
in the new, annual, 


“Do-It-Yourself BUYERS’ GUIDE” 


Anybody could sell space in 
the “Do-It-Yourself BUYERS’ 
GUIDE”. But we don’t want just 
anybody. The somebody we want 
—in every major business center 
—won’'t be satisfied with the easy 
orders that are bound to fall in 
his lap, representing the only 
publication of its kind in a field 
that’s making exciting news 
daily. He’ll be somebody who can 
do more business with more ad- 
vertisers. 


Think you’re somebody? Then 
write Thomas T. Engel, publisher. 


Do-It-Yourself BUYERS’ GUIDE 


5828 Lincoln, Chicago 45 


and state salary requirements. 


Box 424 
200 E. Illinois St. 


WEST COAST AGENCY 
SEEKS TOP COPYWRITER 


One of the West Coast’s fastest growing agencies (with cur- 
rent billing in excess of 2 million) is looking for copywriter 
with broad creative skill. Food copy experience desirable. Age 
not prime consideration. If you’re tired of sitting still and not 
getting a personal thrill out of your work, this job offers a real 
challenge, opportunity and unlimited future. Submit samples 


ADVERTISING AGE 


Chicago, IIl. 


LET’S GET RICHER FASTER TOGETHER! 


Near million billing young agency with “dream” location, highly creative 
personnel, and growing consumer accounts, is ready to expand. If you 
are a One Mon Agency, or an Account Exec., we can combine our talents 
and personne! to make life easier, earlier. 


We have our own building with enough space for 5 million billing and 
there isn't c more attractive or more functional place in Chicago. We 
believe there is o man or men, stymied by present workload or facilities 
who can see the wisdom of combining forces for more efficiency. Write 
us in confidence and let's discuss a mutually satisfactory arrangement. 


Box 411, ADVERTISING AGE, 200 E. Illinois St., Chicago 11, Ill. 
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ST. CLAIR CARVER 


with a long agency-record for creating 
sound, timely advertising and selling 
themes, and many successful cam- 
paigns, is— 


AVAILABLE! 


Counsel, developing campaign ideas, or 
writing complete campaigns. Wide 
range of product experience. You buy 
a “high priced” man for the time you 
need him, or on a “‘job” basis. Address 
—Box 426, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Il. 


CATALOG AND PRICE LIST 
SPECIALIST 


We need a man who realizes the full 
importance of catalogs and price lists 
—and has the experience and know- 
how to get these jobs done accurately 
and on time. This means organization, 
layout, preparation and production. 
Are you this catalog and price list 
specialist? Can you assume responsibil- 
ity for this job for one of the fore- 
most housewares manufacturers in the 
world? If so, there’s an important 
position waiting for you with unusual 
company benefits, solid future and ad- 
vancement possibilities. Write, stating 
qualifications and salary requirements. 


Box 421, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, II. 


wanted 
ADVERTISING MANAGER 


Experienced handling Specialty Ap- 
parel or Better Dep’t Store Newspaper 
and Direct Mail Business Promotions. 


This position offers attractive Salary 
and Opportunity for person with In- 
itiative and Creative Ideas to meet chal- 
lenge for expanding store. 
Established Firm located in City of 
150,000 in progressive Southwestern 
Area. Please do not apply unless seri- 
ously desirous of relocating. 


State education, qualifications, employ- 
ment and personal history, age, mari- 
tal and health status, salary desired and 
when available. Write Box 420, care of 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Tl. 


NEWSPAPER PROMOTION 
OPPORTUNITY 


General Promotion department 
of one of nation’s top newspapers 
has excellent opportunity for a 
young man with some experi- 
ence, lots of potential. We don’t 
expect you to set the world on 
fire, but we’d want you to try. 
We'd like someone well- 
grounded in newspaper adver- 
tising procedure and copy. 
Should be able to write, Mines 
layouts, work closely with mem- 
bers of a good-sized promotion 
team and other departments. 
Linage and circulation are going 
up; we need a top-flight assist- 
ant to keep our bl pressure 
from doing the same. Salary 
open. Write full details. Box 425, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Iil. 


COPYWRITER 
with Agency Experience 


Industrial writer with agency 
experience wanted by well 
established agency located in 
small city several hundred miles 
east of Chicago. Wonderful op- 
portunity. If you meet our re- 
quirements, please write in 
confidence outlining your ex- 
perience. 

Box 419, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 
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Rev. Graf Quits — 
Church Group in 
Contest Ad Fuss 


(Continued from Page 3) 
nation of ‘in the poorest taste’ may 
be over-charitable. In view of the 
direction which the contest adver- 
tising has taken, I feel that I can- 
not, in conscience, continue to sup- 
port the ACU by my membership.” 

He will add that, in addition to 
being advertised in a large number 
of expose and confession maga- 
zines, the contest is advertising in 
“scores of so-called comics books.” 
It is in this connection that Dr. 
Wertham has lent his support, he 
is expected to add. 

Father Graf will quote Dr. Wer- 
tham to the effect that the type of, 
comics book in which the contest 
is being advertised combines “cor- 
ruption with sexiness, violence and 
race prejudice. 

“It is indeed unfortunate,” ac-| 
cording to Dr. Wertham, “that this 
contest is being advertised in the 
same publications which advertise 
weight-reducing and weight-in- 
creasing nostrums, art pictures, 
selling schemes for cheap merchan- 
dise to win prizes, and bikini style 
corsets. 


= “By doing this, the ACU is giv- 
ing direct support to such maga- 
zines and advertisers, and Father 
Graf is to be commended for his 
opposition to a contest conducted 
in such a manner.” 

Father Graf also will cite Bishop 
Frederick L. Barry, of the diocese 
of Albany, as supporting his stand. 
Bishop Barry, according to Father 
Graf, has said that “the advertis- 
ing and the puzzle contest are un- 


ARTIST 


One man art department, small 
busy industrial agency with a 
reputation for good work. Lay- 
out, package design, production 
and paste up. Mail samples 
which we will return. Good fu- 
ture for good man. Hartogensis 
Advertising Co., 722 Chestnut, 
St. Louis 1, Mo. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 “a 


BIRCH 
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Executive 
Placement 
Counselors 


Fine, Fast, Fairly Priced Photography 


‘pics 


DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


PROMOTION OPPORTUNITY IN 
THE SOUTHWEST! 

One of the country’s leading news- 
pepers. located in the fast-growing 

uthwest, is looking for a young 
man to take an important place in 
its Advertising Promotion depart- 
ment. This young man has had at 
least a few years experience in news- 

per and is now looking 
or a bigger opportunity (and more 
money). He may now be a one-man 
promotion department on a small 
newspaper, or the second, third or 
‘0 assistant on a big one. 

To fill this opening, he will have 
to be well-grounded in advertising 
copy and layout, and have some ex- 
+ ence servicing retail accounts. 

e considers himself imaginative 
and creative. He gets ideas easily, and 
knows what to do with them. He 
thinks —— ad and expresses him- 
self clearly. 

If interested, make us a pitch, tell- 
ing briefly your background, educa- 
tion, experience, family situation 
and salary requirements. Enclose a 
photo or snapshot of yourself. No 
need to send samples yet. Write Box 

TISING AGE, 200 E. 


75 


becoming to the church. It is a sad, Heads ABP Circulation Unit | 
commentary that there should be Edward F. Bressler, mail pro-| 
advertising in such magazines.” 'motion manager of Factory Man- 
The clergyman also will call on| agement & Maintenance and Pow- | 
the ACU to withdraw its sponsor-| er, has been elected president of | 
ship of the contest “because it is|the National Circulation Round 
no longer embarrassing to the ACU | Table, organization of circulation 
alone, but, as recent comments by | executives of Associated Business | 
the Christian Century and Apver-| Publications. Robert Smallwood, 
TISING AGE have indicated, it is be-| v.p. and director of circulation of 
coming a matter for concern to the Sales Management, was elected v.p. 
entire Episcopal Church.” 

Handling the contest is puzzle ‘Reporter’ Names Cleveland 
man Keith Sutton, a client of the | Harlan Cleveland, formerly ex- 
S. Duane Lyon Co., New York | ecutive editor, has been named 
agency. Contest ads were sched-| publisher of The Reporter, New 
uled to appear in 74 magazines, | York. Max Ascoli, editor and pub- 
including the Timely Women’s|lisher of the magazine since its 
Group, Secrets Romance Group,| founding six years ago, said Mr. 
My Romance Group, Marvel Comic Cleveland was being named pub- 
Group, Confidential and Dell Men’s lisher so that he (Ascoli) could 
Group. Three Episcopal magazines | concentrate on his duties as edi- 
declined the copy. tor. 


We Highly Recommend This Man 


Because of a radical change in organizational set-up, the 
advertising manager for one of our clients is seeking a new 
connection. We know this man well. We’ve worked closely 
with him for a long time. And we’ve come to know him as 
an exceptionally able industrial advertising manager in 
every sense of the word. He is 40 years old, married, and a 
college graduate. For the past nine years he has been ad- 
vertising manager for a manufacturer of diversified indus- 
trial equipment with complete charge of advertising for 
five divisions. He will be available July Ist. 

For further details write: 


W. A: Marsteller 


MARSTELLER, RICKARD, GEBHARDT and REED, Ine. 


185 N. Wabash Ave. 


Chicago 1, Illinois 


In Canada 


National Advertiser gets a 50% 
or better “bonus” impact through 


dealer tie-ins?! 


e*eeetieeeeneeeeee#neeeneeee#se#eee#e#e#eee#est # 8. ¢:4)8 8.2 


Walter 
Kiehn 


100% NEWSPAPER ADVERTISER 


Walter Kiehn, Sales Manager of National Hosiery Mills 
Limited of Hamilton, Ontario, makers of Phantom 
hosiery, has this to say about “hooker”* advertising: 
Our company recently made a complete switch in 

its advertising policy and invited our retail customers to 
tie-in with our own national newspaper advertisements. 


I might say that preliminary results are satisfactory 
beyond our expectations, and a final check-up may show 
that the “bonus” space placed by our customers under 
our own advertisements may average 50% or better.” 


BUY A Bran NOEXTRA cua . 
Ppa ns BUY Famous EASTER FOR Ting 
x. 
Q :: ee 
fn 


LEN 
Or THESE 
Z i merase rones 


0 y 
Thee 


National Hosiery Mills in their recent campaign, 
illustrate the value of dealer tie-ins. When you add the 
power of local dealer listings or hookers to your 
national advertising, everyone benefits—retailer. 
customer and YOU! 


RADELL E's 


1169 Wien, 10 194) 


*A hooker gives a local dealer's name and address ond is voluntarily appended by him 
to @ moavfocturer’s advertisement. 


DAILY NEWSPAPERS BRING NATIONAL 
ADVERTISING TO THE LOCAL 
LEVEL—THE ACTION LEVEL! 
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From J anuary through June 1955 


advertisers gave McCall’s the... 


BIGGEST FIRST SIX MONTHS’ 
~ ADVERTISING REVENUE 
| 


Advertisers recognize the importance of the 
woman as the buyer for the family. 


And McCALL’S, with its 12,000,000 readers, 
reaches the women who buy in greater numbers 
than ever before. 


Moreover, McCALL’S impact is greater because 
editorially it is more up-to-date. It reflects 

all of a woman’s interests—including 

her family. 


In no other magazine today can an advertiser 


reach this woman and her family with more 
effect than in McCALL’S. Ask your McCALL’S 
‘representative to bring you the proof in 

facts and figures. 


*Here are the figures! 


PERIOD AD REVENUE 
Jan. to June, 1955| $7,773,559 


Jan. to June, 1954 $6,996,758 
INCREASE 


*BOURCE: 1954 figures, P'G. First 3 months, 1955, PIB. Second 3 months, 1955, publisher's estimate. 
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